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smart man, that Moses Cleaveland... 


Even 159 years ago, he could tell a good thing when he saw it! Heading a party 

of 52 settlers coasting along the shores of Lake Erie, the good General arrived at the 
mouth of our Cuyahoga River one July day in 1796. That did it! Soldier-lawyer- 
pioneer Moses Cleaveland picked this site for his new town; his party, with no less 


“ye 


enthusiasm, named it after him. (The extra “a” dropped out about 35 years later.) 


As a man of consuming interests and progressive tendencies, old Gen’l. Cleaveland 
would volley the buttons off his weskit if he could revisit today the community he 

started. From 52 souls and a lot of wilderness, Greater Cleveland has grown to more than 
2,000,000 customers and a panorama of diversified industry unsurpassed in the nation! 


Here are over 3,000 manufacturing plants with a total output pegged at about five 
billion dollars annually . . . family income that today has reached the rank of No. 4 
among all U.S. metropolitan areas . . . and retail sales topping two billion a year. 


Spang in the middle of all this opulence is a device old Gen’l. Cleaveland never 

anticipated in those pre-science-fiction days— WXEL, the fastest growing television 

station of Greater Cleveland. With the same sure decision that led a smart pioneer 

to pick Cleveland’s locale, we think he’d also have picked WXEL as a salesman- 

extraordinary to cover this incredibly rich area. You could do worse in judgment than 
Moses Cleaveland — particularly when you can 


have the help of the KATZ agency in planning K E 
for giant results in a gigantic market. 


Cleveland Channel 8 
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Coverage | that Counts! 
: 7 major Michigan markets 
7 for NBC, CBS and ABC 






Now 100,000 watts! 


Edwerd Petry & Co., Inc. 
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Basic Ingredient : 1 you want to sett your 


product to women, pick a locally produced woman's show 


Plus the Personal "Pitch": 


In addition to delivering your commercial, the local TV hostess creates even greater demand 
for your product through her personal selling and endorsement of your product. Because she 
speaks to her women-viewers in terms they understand—about items that interest them most, 


they're more than willing—yes, even eager—to try the products she recommends. 


The Frosting on the Cake: Local 
produced women’s shows are low priced. Economical, too, because you get an audience made 
up exclusively of potential buyers ... housewives. In addition, you select only the markets you 
want, the TV stations you want . even the saleswoman you want. 


Re ady to Serve: Every one of these stations has at 


least one locally produced program that appeals predominantly, and overwhelmingly, to women. 


WSB-TV. . . . Atlanta WATV... New York 
WBAL-TV . . Baltimore WTAR-TV . . Norfolk 
WFAA-TV . . Dallas KMTV... Omaha 
KOA-TV . . . Denver WTVH-TV. - Peoria 
WICU... . Erie WENS... . Pittsburgh 
KPRC-TV . . Houston WOAI-TV . . San Antonio 
WJIM-TV . . Lansing KFMB-TV . San Diego 
KARK-TV . . Little Rock KGO-TV . . . « San Francisco 
KABC-TV . . Los Angeles KREM-TV .. . Spokane 
WTvw... . Milwaukee KOTV ....... Tulsa 
KSTP-TV . . M’p’l’s-St. Paul KEDD ....... Wichita 


WSM-TV . . Nashville ABC Pacific Television 
Regional Network 


REPRESENTED BY 


Edward Petry & Co., Inc. 


NEW YORK - CHICAGO - LOS ANGELES - DETROIT - ST. LOUIS + SAN FRANCISCO 
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That's right! Here in Pennsylvania 
1 buy does cover 3 markets when 
that one buy is WJAC-TV, Johns- 
town. You not only get the Greater 
Johnstown market but also the 
sweetest slice of Pittsburgh AND 
Altoona! Latest Hooper standings 
show WJAC-TV 


FIRST in Johnstown 

(a 2-station market} 
SECOND in Pittsburgh 

(a 3-tation market) 
FIRST in Altoona 

(a 2-station market) 


If you really want to sell in south- 
western Pennsylvania, you can 
have your cake and eat it, too... 
by choosing the 1 market that 
covers3... 


JOHNSTOWN - CHANNEL & 





Get full details from your KATZ man! 


444 Madison Avenue, New York 22 


Houston Comments 

. . » In addition to our natural 
fondness for reading about ourszlves 
(“The Big Wheel,” TELEVISION AGE, 
October 1954), there are three othe: 
articles in this issue which I think ere 
unusually good and should be given 
thoughtful consideration by a great 
many people. 

On page 9, Mr. Paul makes a com- 
ment about “A ‘Dry’ Look” (Letter 
from the Publisher). I’m often amused 
at how few people who are not di- 
rectly connected with the brewing in- 
dustry realize the situation. 

On page 36, there is a most impor- 
tant article about Fifth Amendment 
Senators (“Blackout for Televis’on’’). 
There is no valid reason why anyore 
on the public payroll should not wel- 
come at any time the complete pub- 
licity they are so anxious to have 
when they are looking for votes. I be- 
lieve that the free use of television at 
public hearings would go a long wavs 
toward bringing back public under- 
standing and public participation in 
governmental affairs. It might be a 
sound idea to forbid the use of tel-- 
vision at any time to any Senator 
who only wants it at his convenienc>. 

On page 40, there is an article 
about a really great American. Frank 
Folsom. His thinking and opinions a-e 
always worthwhile. I don’t know any- 
body who watched his operations ‘n 
Washington who would not be flatter- 
ed as I am to be in the same mag2- 
zine with him. 

Bryan Houston 

Bryan Houston, Inc. 

New York City 

WNHC—TV Don’t 
Drinkin’ 

. after Dec. 31, 1954, wNuc-TV 

will no longer air alcoholic beverage 


"low No Beer 


commercials in which the product is 
shown being consumed. 
We 


grounds for criticism when teen-ages 


believe there are reasonable 


are exposed to scenes dericting the 
pleasures and satisfactions of consum- 
ing alcoholic beverages. And since we 






contend that these products can be 
sold via television effectively without 
such demonstrations, we urge that you 
apprise all agencies and advertisers 
of our decision not to accept drin‘- 
ing scenes after the above-mentioned 
date, which, you will note, is approxi- 
mately thirteen weeks hence. This pzo- 
vides ample time in which clients may 
conform, if they wish to do so, and 
without undue haste or expense. 

Epwarb C. Osrist 
Manager WNHC-TV 
New Haven, Conn. 


Literate Quality 
This morning I read the story ap- 
pearing in the October issue of TELE- 
VISION AGE entitled “Triple-threat.” 
I cannot tell you how pleased we 
are by the literate quality of the 
article. It was remarkably accurate 
and well written. 
Mitton A. GoRDON 
Presilent 
Television Programs of America 
New York 


British Reader 
I am impressed by the breezy, busi- 
ness-like coverage wh'ch you are re- 
viving. In fact, I am so impressed that 
I would like your permission to re- 
print the article “How to Rate Rat- 
ings” on page 46 of the September 
issue. Your piece on British tv (News- 
front) is a succinct and factual ac- 
count of what seems to us a very mud- 

dy terrain. 

Eric GOLDS*HMIDT 
Managing Editor 
Television Information Service & 
TV Newsletter 


London, England 


TV Furthers Understanding 
I was much interested in Mr. Fcl- 
som’s interview. We are usixg televi- 
sion effectively by serving some 25 
countries with three programs on film, 
including a weekly newsreel. However, 
the problem is set distribution in 
countries other than Great Britai:. 
The medium will be increasingly uce- 
ful for our objectives of furtherin~ 
understanding and cultivating friend- 
ship. We expect to keep up with its 

development around the world. 
THEODORE C. STREIBTRT 
Director 
U. S. Information Agenc~ 
Washington, D. C. 


(Con*inuel on page 14) 




















Letter from the Publisher 


Station Directory and Set Count 

Set circulation figures are important information to the tele- 
vision industry. With the advent of color on a national scale the 
number of color sets in every market becomes a vital part of that 
index. Several months ago TELEVISION AGE began a listing of 
color sets. Beginning with this issue this information is being in- 
corporated in a revised and enlarged set table. Arranged alpha- 
betically by states, this table gives, not only both the b&w and 
color set counts, but the names of the two top executives at each 
station as well. It will be corrected each month so that the table 
will continue to be an up-to-the-minute directory of important 
facts about every tv outlet. On the program side TELEVISION AGE 
keeps abreast of color available in its monthly network program 
chart where each colorcast is clearly indicated. 


Norman Land joins TELEVISION AGE 

Continuing its policy of expanding service TELEVISION AGE 
is happy to announce the appointment of Norman Land as Adver- 
tising Director. Selection of a sales manager follows by one month 
the opening of Chicago offices at 333 North Michigan with Miss 
Lee Swanson in charge. 

Norm comes to the magazine with a fine record of six years 
in the syndication sales field. Before that his experience includes 
station sales and television and radio programming. 

He is a native of Philadelphia, where he studied music while 
he worked part-time in advertising and sales promotion for the 
Pennsylvania Railroad. A master of the violin he played with the 
New York City Symphony and a number of other symphony orches- 
tras. He formed his own band and played in supper clubs around 
Philadelphia and in New York City. After joining Xavier Cugat 
first as violinist he became that famous leader’s administrative 
assistant. 

The business side of the orchestra interested him and he be- 
came active in Cugat’s many radio productions and commercial 
programs. After six years with Cugat, during which time the group 
made a number of movies in Hollywood, Norm came back east to 
go with WPEN Philadelphia. There he was producer of the Robin 
Hood Dell broadcasts of the Philadelphia Orchestra under such 
conductors as Dmitri Mitropolous, Eugene Ormandy, Morton 
Gould and the late Sigmund Romberg. Attracted by television he 
left Philadelphia to join KLEE Houston (now KPRC-TV) as a sales 
executive. 

When he left KLEE he went with the Frederic Ziv organiza- 
tion where he stayed for four and one-half years as district sales 
representative for eastern Pennsylvania and New York. The last 
year and a half he has been with TPA in the same capacity. 


Cordially, 


Ay faut 





Super-Powered 
for Your Profit 


asi. | ww 


WGAL-TV 


DUMONT 
LANCASTER, PA. 


316,000 watts 


wonderful 
combination! 


A rich market with nearly a 
million families who have a yearly 
buying income of $4 billion. 


A superpowered station—the 
one station that reaches this vast 
territory and exerts tremendous 
influence on the spending habits 
of this buying audience. 


STEINMAN STATION 
Clair McCollough, Pres. 


Representatives: 


! 
MEEKER TV, INC. | 
New York Chicago | 
Los Angeles San Francisco l 
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The Sunday night broadcast of The Diamond Jubilee of 
Light on all four networks shone brightest on CBS Tele- 
vision where it won a higher Trendex rating than on all 


the other networks combined. 


This was a surprise to nobody since the program imme- 
diately followed CBS Television’s Toast of the Town which 
habitually has a higher rating than any other Sunday night 
program. It effectively reaffirmed what every advertiser 
knows: namely, the tremendous value of surrounding 9 
single program with the strongest possible schedule. 


Actually, this experience becomes even less exceptional when 
you consider the strength of the entire CBS Television 
schedule. For in the major markets where networks com- 
pete—and popularity can be directly compared—the average 
program on CBS Television, day or night, consistently wins 
the largest audiences. And wins them at the lowest cost per 
thousand in network television. CBS TELEVISION 
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WCOV-TYV 


FROM THE CAPITAL OF ALABAMA 
NEW POWER 


200,000 WATTS 


Our Availabilities Are “Tops” 


6 
Wi 
- CBS 
All Four 
& 
Networks NBC 
Plus Top e 
Local and ABC 
Shows DuMont 
& ci 





MONTGOMERY, ALABAMA 


Ask Raymer for Details 





Channel 20 
PAUL H. RAYMER CO., INC. 


Montgomery, Alabama 
Nationally Represented by 
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nothing Works Maike Wrantmanship 


The fine art of salesmanship puts “can’t wait” into the want — and the Crosley Group 
does it with three-way Wantmanship. 1, program promotion builds mass audience 
for your advertising. 2, talent selling adds personality force to your commercials. 
3, merchandising completes the sales picture with follow-through to the cash register. 
Typically, WLW-A, Atlanta, proves that Crosley Group Wrantmanship moves 
more merchandise faster, at less cost, than any other medium or combination. 


th CROSLEY GROUP 
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- 4 *, pon, 
. . . 

} ag ease | Atlanta 


WLWw-Cc c | Columbus 
WLW-D | Dayion 
WLWw-T | Cincinnati 












= a et Exclusive Sales Offices: New York, 

f ; Cincinnati, Dayion, Columbus, 
Atlanta, Chicago 
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NOVEMBER, 1954 


Television Age 


29 ADVERTISING IS A TOOL 
Industry and its ANA 
stake out a new claim 


32 WHAT PRICE FILM COMMERCIALS? 
Costs of a one-minute spot 
can be trimmed to your budget 


34 CBS VIEWS THE NEWS 
The network outlines its policy 
on news, editorials, public affairs 


36 MILLION-DOLLAR MAGNET 
wor-Tv and General Teleradio 
pull ’em in with feature films 


38 NINETEEN ’49ER 
Chicago’s Kling Studios 
finds a 20th century gold rush 


41 STORER HOUSES 
A look at the broadcasting 


company’s building program 


65 A CRYSTAL BALL OF WAX 
An agency vice president writes 


a novel on the world of 1992 


Cover: Anthony Saris 








DEPARTMENTS 
7 Publisher’s Letter 69 Readers Ask 
Report to the readers Questions on cleaning film 
17 Tele-trends 71 Film Sales 
The shape of the future The month’s activity 
21 Tele-scope 77 Set Count 
What’s ahead behind the scenes Market-by-market figures 
25 Newsfront 84 Network Schedule 
The way it happened The November line-up 
55 Washington Memo 93 In the Picture 
The FCC report on “new” stations Portraits of people in the news 
61 Wall Street Report 96 In Camera 
The financial picture The lighter side 
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“All right, 
Connecticut, 
WNHC-TV’S 
got you covered. 
They have 

great management— 
great programs, 
and now they are 
loaded with power. 
So buying WNHC-TV 
is no shot 

in the dark. 


You can’t miss!” 


REGGIE SCHUEBEL 


President 


REGGIE SCHUEBEL, INC. 


BIGGER THAN EVER 
316,000 Watts 
And the rates are still 


the same. 
Ask your KATZ man 


CONNECTICUT’S 


Channel 8 
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Letters (Continued from page 6) 


it’s Transfilm—Dollywood 
I read with interest your October 
beer story, “Putting a Head on Sales.” 
In it, you refer to Joop Geesink of 
Amsterdam, Holland as the producer 
of Goebel Brewing Company’s ani- 
mated puppet tv commercials. Actual- 
ly the television spots are created by 
Transfilm Inc. in New York. The 
storyboards are then sent to Geesink’s 
“Dollywood” studios in Holland where 
they are made. We would settle for 
a “Transfilm-Dollywood Production” 

credit. 

ALBERT Boyars 
Transfilm Inc. 
New York 


informative 
. . - I am really very enthusiastic 
about your publication—it gives me 
a vast amount of data and information 
that I am not able to get from any 
other source. 
James P. Durry 
Advertising Manager 
The Genesee Brewing Co. 
Rochester, N. Y. 


Taubman is Ortlieb Agency 
Just read your “Putting a Head on 
Sales” article with reference to beer 
in the October issue. It is an excellent 
article. The writer is very thorough in 
all of his details about the industry. 
But I note . . . . you omit the Ort- 
lieb Brewing Co., which is the second 
largest in Philadelphia and is handled 
by this agency. 
Sam TAUBMAN 
Samuel Taubman & Co. 
Philadelphia 


Out of the Red 

Your color report in the October 
issue was interesting. However the map 
showing network routes equipped for 
color did not show Wheeling as part 
of the network nor did the map indi- 
cate that WTRF-TV was equipped for 

monochrome and color service. 
C. Grec Van Camp 
WTRF-TV 
Wheeling, W. Va. 


Note: The map was prepared by at«t. The 
line printed in black, which connected 
Wheeling with the network, should have 
appeared in red. 


Color interest 
. . . October issue of TELEVISION AGE 
. articles on color were of consider: 


able interest to us and we were par- 
ticularly impressed with your handling 
of our Television Network Route map. 
Joun E. Wamviicu 

American Telephone and 

Telegraph Co. 

New York City 


Sinking Soap 

I was a witness at the sinking of 
another bar of “Ivory” (“Floeting 
Revolution,” TELEVISION AGE, Septem- 
ber 1954). The photo proving it shows 
Chuck Bergeson and two “Ladies Day” 
contestants at an outdoor session of 
his program. The 


large group of 





women present could not be included 
in the pix. . 
the corner waiting for the next stunt. 
KenNETH H. BoEHMER 

Sales Promotion Manager 

WJBK-TV Detroit 


. . they’re right around 


Class A for Information Films 
... “The Film Factor” (TELEVISION 
AGE, October 1954) was an excellent 
job and one long overdue. ... . a 
survey we conducted on a similar sub- 
ject, namely how and when our public 
information films get used on tele- 
vision, showed coverage in the largest 
cities in the U. S. has been excellent— 
actually better, both in number of 
showings and in per cent of stations 
using, than in the entire U.S. Almost 
half of the time given our films has 
been Class A. I should explain that 
our films are absolutely non-commer- 

ek a 3 

KONSTANTIN KALSER 
Executive Producer 
Marathon Tv Newsreel 


New York 








Typical scene during Tobacco Auction Sale in E.N.C. warehouse 


*though you can’t understand a word he’s saying—the Tobacco 


Auctioneer chants a tune that is of vital importance to your sales in prosperous 
Eastern Carolina — “Tobaccoland” to the world. The importance is quickly 
visualized when you realize that between August 16th and the end of the 
year—about a quarter-billion dollars will be paid out to Eastern Carolina 
farmers for their 1954 crops of flue-cured tobacco. And WNCT is the only TV 
covering the entire Eastern Carolina tobacco belt. So—whether your product 


is cars or corsets—now’s the time to buy WNCT! 


WNCT GREENVILLE, NORTH CAROLINA 


Primary CBS Affiliate operating full time on 100,000 watts 


A. HARTWELL CAMPBELL, General Manager * JOHN E. PEARSON CO., National Representative 
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*Ask 
BRUCE B. COMPTON 
National Sales Mgr. 
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“Dig this CRAZV graph/ : 








620 Beech Little Rock, Ark 


KATV 























“Man, this is a pie. Graphs are square and I don’t want to be associated with any- 
thing square.” 
“Dad, Join the Session—This is a Real Cool Pie Graph!” 
“Sing on, Clyde, pie graph of what?” 
“Of the Rich Central Arkansas Television Market—-Where 586,500 
Money Spending People Live.” 
“Looks like this slice is a mite bigger than the other—as a matter of fact it looks 
like 77.1% of the whole crazy pie.” 


“Man—You’ve Been Peeking at the Results of the July 1954 ARB 
Survey, ’Cause That’s the Audience Control Figure They Give KATV 
for the Entire Survey.” 


W ow—that’s the most to say the least.” 


“Not Quite—There’s Even More to This Advertisers Dream. KATV 
is in Charge of the 33rd Market in the Nation. The Man at ARB Says 
KATV was First 87.1% of the Time Monday Thru Friday from Five- 
ish Til 11:15 P.M.; and on Sunday from High Noon Until 10:45 P.M. 
...and what a Crazy Market—Over 70,000 Tv Sets and They are Still 
Selling Like . . . (Pies?).” 


“This is the station that is now telecasting over 50 hours of commercial network 
shows each week—I am right—yes?” 


“You Are. This is also the Station that Blankets 23 Counties and 
Promotes All of Them. As a Matter of Fact They Have Studios and 
Offices in Two of Them.” 


“Two of them?” 


“Two Counties—Two Towns—Little Rock and Pine Bluff. Studios 


in Both.” 
* Ask 
AVERY-KNODEL, INC. 





National Sales Rep. 





















wunrernmnnme Pele-trends 


BUSINESS BAROMETER 


Station billings began to level off in August after the anticipated summer dip. 
There were indications fall business would reach record proportions. 








An increasing number of stations cooperated in the continuing TELEVISION AGE study, 
which is now in its eleventh month. Every size station and market was well 
represented in the reports which are made directly to Dun & Bradstreet. The 
Wall Street firm's tabulation is furnished to TELEVISION AGE and is analyzed 
with the help of the magazine's consultants. The figures are recognized as the 
only authoritative effort to compile an accurate and continuing record 
of television billings on a monthly basis. 


Nov.1953 Dec. Jan. 1954 Feb. Mar. Apr. May June July Aug. 





+45 
| +40 
+35 
| +30 


Source: Television Age 


+20 
+15 
+10 


+5 
Oct., 1953 


-10 
-15 


Comparison of the August study with that for July shows local billings were off 2.2 
per cent, national spot was down 3.4 per cent and network business was up 2.2 
per cent. 


The network increase, small though it was, reversed the two-month trend downward which 
\ began at the end of May. The turning point and increasing strength in this 
important segment of the industry was indicated in the July report which showed 
a decline of 3.6 per cent over June as compared to a severe drop of 6.1 per 





cent the month before. The accompanying chart clearly shows this fluctuation. 


The local decrease of 2.2 per cent for August over July becomes relatively slight when 





compared with the 7.2 per cent drop reported for July and the 4 per cent drop 
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Tele-trends conince: 





for June. The indication of a turn upward in September seems clear. The 
three-month drop since May brought local billings to within 5.6 per cent of 
the October level. That was the first month the TELEVISION AGE Business 
Barometer was compiled. 





It must be remembered, however, that the local business category was particulary strong 
in the four-month spring period following a low in January. The climb during 
these four months amounted to roughly 24 percentage points. 


National spot, with its decline of 3.4 per cent in August, was the weakest of the three 
billings divisions. Since this drop was only one-third as much as the 9.3 
per cent decline in July it has optimistic overtones. The national spot high 
in May, like that for local billings, was roughly 24 points above the low 
which was touched in January. It's present position in the overall picture is 
still 2.1 per cent above the October figure. 


Stations with the smallest annual billings showed the least change in August business 
over that in July. Slightly larger stations, with billings just under $1 
million annually, showed considerable firmness in all three divisions. 
They were strongest in network business, following the overall trend. But 
increases were noted in both local and national spot. 





severely affected by the slump in local and national spot revenue. 


Stations with billings between $1 and $3 million followed and emphasized the national 
trend. Network billings showed a greater increase than the average while 
national spot and local both dropped more than the decline shown by all 
stations. 








The largest television entities hued close to the national percentage except for 
isolated stations. None of these deviations seem significant in the overall 
report. 


Another month will round out the first year of the TELEVISION AGE Business Barometer and 
comparison of billings with those for the same month a year before will be 
possible for the first time in the history of television. 





The continued cooperation of stations of all sizes and in all classes of markets is 
giving the study a constantly sounder basis for national analysis. 
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Gives you the sales power and prestige 
that sells more goods than any other Atlanta 
. tv outlet... because WSB-TV is— 





The great AREA station 
of the Southeast 





wsb-tv 


| Atlanta, Georgia 
sy CHANNEL 2 


| Ww 1062-FT. TOWER Represented by Edw. Petry & Co. 
x 100.000 WATTS Affiliated with The Atlanta Journal and Constitution 
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the heart with the 


If you have a flair for geography, you probably know the 


North Pole is 90° north latitude . . and that the North 
Magnetic Pole is some 1,174 miles farther south. 


You perhaps know, too, that the geographical center of 
the United States is in Smith County, Kansas . . although 
the population center is eight miles north-by-northwest 
of Olney, in Richland County, Illinois. 


On the other hand, if you have a flair for profitable selling 
you certainly realize the industrial center of the United 
States falls plumb in the middle of our Ohio River Valley 
where industries, factories, mills, plants and payrolls are so 
profuse we defy any economist to put his sliderule pre- 
cisely on the pivot point of all this abounding prosperity. 


The pulse of such prosperity is strong, youthful, and a 
drum-call for anyone with something to sell to many 
buyers. We therefore invite your attention to the fact that 
the only medium covering all 116 counties comprising the 
configuration of America’s industrial heart is WSAZ-TV. 





















It would 
take a jumbo- 
sized directory to 
list all the multiple 
industrial activities that 
contribute to the pulsing, four- 
billion-a-year prosperity in WSAZ- 
TV's area. Here’s a scene at the versatile 
Belle, W. Va., Works of the Du Pont 
Company where some 4,000 people are em- 
ployed in the manufacture of many chemical 
products. The payroll at this one plant alone 
is about $20,000,000 a year. 


prosperous pulse... 


If you want a magnetic pole working for you in this indus- 
trial heart . . a persuasive, well-believed influencer of sales 
. . you can follow the steps of other successful advertisers. 
First, you contact the nearest Katz office. From there, 
you’re in good hands. 
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Huntington-Charleston, West Virginia 

Channel 3 — 100,000 watts ERP 

NBC BASIC NETWORK-afjiliated ABC and Du Mont 

Also affiliated with Radio Stations WSAZ, Huntington; WGKV, Charleston 
Lawrence H. Rogers, Vice President & General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 
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Variety Chains Increasing Tv 

Watch the advertising schedules of the variety 
chains. Woolworth’s, Kresge’s and G. C. Murphy 
are all expanding their ad programs. Murphy’s al- 
ready sponsors one of Pittsburgh’s most successful 
tv shows, a 15-minute program for housewives on 
woTv at 9:15 a.m., which Pittsburghers say some- 
times outdraws Arthur Godfrey. Kresge’s is in- 
creasing its tv advertising and Woolworth’s, not 
yet using the medium, is expanding in other media 
while eyeing video. 


50 Per Cent Television 

Unable to speak publicly without being con- 
sidered industry’s spokesmen and reluctant to 
make statements that might imply preference of 
one medium over another, staff members of the 
Association of National Advertisers are neverthe- 
less quite talkative behind the scenes about tele- 
vision. They are well aware of its reach, influence 
and impact. One member goes so far as to say that 
television time and talent charges now are consum- 
ing about 50 per cent of major advertisers’ total 
ad expenses. 


Porter Tv-Minded 

Appointment of Arthur A. Porter, as vice presi- 
dent and media director for J. Walter Thompson, 
may indicate a stepping up of television activity 
by that agency. Mr. Porter, who occupied the same 
position at Leo Burnett, is known to be a staunch 
advocate of tv selling power. 


New Press Interview Show 

CBS Television’s forthcoming Face The Nation 
(see page 34) will face some stiff competition 
when one of the country’s major oil companies 
throws a wad of money behind a new press- 
interview show. In contrast to the CBS show, in 
which a prominent politician faces questions from 
a Washington reporter plus two reporters or editors 
from cities across the nation, the still-unnamed 
rival will simulate a Presidential press conference 
with a battery of 15 to 20 reporters firing questions 
at the guest. 
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Seven-Up Local Business 


Although J. Walter Thompson executives aren’t 
talking, word from those close to the account is 
that the agency will expand service for Seven-Up 
Bottling Co. to the local level. Seven-Up is handled 
nationally by the Chicago office. Under the new 
plan JWT regional offices would place advertising 
for local Seven-Up franchise holders. Similar plan 
has been in effect for some time for the Ford Motor 
Co. and its dealers. 


Million-Dollar Gift Campaign 


Paper-Mate, now that it has garnered 80 per 
cent of the ballpoint pen market, is adding a cool 
$1 million to its advertising budget for Christmas 
promotion, most of which will be spent on televi- 
sion. (Two-thirds of its regular $4-million ad 
outlay goes to video, largely national spot.) The 
additional money will go for participations in two 
network shows, 13 weeks of Art Linkletter’s People 
Are Funny and two weeks of the Imogne Coca 
Show, both NBC-TV. The Christmas promotion 
will introduce three new luxury “gift” pens, the 
“diamond-heart” for $50, “Capri” gold-filled for 
$15 and “Capri” gold-plated for $5. The regular 
$1.69 pen will be gift-packaged for Christmas 
only; the others will be gift-packaged year ’round 
since a survey conducted for the company showed 
that 80 per cent of all pens over $5 are bought as 
gifts. 


Guaranteed Cost -per- Thousand 


Reaction along Madison Avenue was mixed on 
the new rate card conception introduced by WATV 
Newark. While the card calls for a $2,000 Class 
A hourly rate the advertiser is guaranteed a maxi- 
mum cost of $1.25 per commercial minute per 
thousand homes delivered. This means a 6. rating 
for A time. Service used is Telepulse. Other rates 
call for a 4.5 rating in B time, 3. rating in C time 
and a 2.2 rating in D time. One agency source 
called the plan a “gimmick”, others felt that the 
Newark station “might have something worth- 
while.” 
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‘It Happene 


_ THE NAME of a movie a lot 


of people thought was pretty good. It was made by 
Columbia Pictures. They made a few other “pretty 
good” pictures, too. Oscar-winning ones like “From 
Here to Eternity.” Or “The Caine Mutiny” and “On 
the Waterfront.” 


Now, “it” really happened one night a few years 
ago. On many occasions before, the management 
of Columbia Pictures Corporation had discussed 
Television, a more than passing problem for film 
producers. They were optimistic and intrigued by 
the challenge this new film medium presented. 


They made a decision. 


It was decided to tap Columbia’s reservoir of thirty 
years of showmanship talent and entertainment 
experience to produce first-rate television pro- 
grams on film. This decision and faith was backed 
by cash-on-the-line when they created their tele- 
vision subsidiary—SCREEN GEMS, 


SCREEN GEMS knew from the start that it would 
be necessary to have extensive production facilities 
on both coasts. In Hollywood, Columbia Pictures 
already had outstanding studios. Immediate steps 
were taken and complete facilities were set up in 
New York, the world’s advertising capital. 
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Then, SCREEN GEMS was ready to give to the televi- 
sion advertiser a truly unique and long-needed service 
—a one-stop film source for: 


1. custom-made entertainment to attract the widest 
possible audience on a national basis and produced 
at our studios in Hollywood, or in New York. 


2. quality syndicated entertainment made available 
through our own organization, for local or regional 
advertisers; and 


3. commercials, to complete the services for all 
advertisers. 


*% Today in Hollywood, SCREEN GEMS pro- 
} duces The Ford Theatre, for the Ford 
. Motor Co. through J. Walter Thompson 
~ Company; Father Knows Best for P. 
Lorillard and Co., through Young & Rubicam, Inc.; 
Captain Midnight for General Mills, Inc. and The 
Wander Co. through Tatham-Laird; and The Adven- 
tures of Rin Tin Tin for the National Biscuit Co. 
through Kenyon & Eckhardt. In New York, we produce 
The Big Playback for The Ethyl Corporation through 
Batten, Barton, Durstine & Osborn. 
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Commercials 


Although some SCREEN GEMS commer- 
cials are produced in Hollywood, most are 
produced in New York where the adver- 
tisers are located, and where the agency 
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TV directors can participate in production all along 
the way. We have a complete and competent staff of 
producers, directors, writers and technicians. And we 
have our own animation artists and department. 


Our clients for commercials are the Honor Roll of 
advertising agencies. During the past few months, in 
1954, some of the advertisers for whom we have pro- 


| duced commercials, both live and animated, include: 
| Lucky Strike Cigarettes « U. S. Steel - Blatz - Borden's 


Pall Mall Cigarettes - RCA Victor - Cameo Stockings 
Helene Curtis + Ovaltine + Continental Can + Ipana 


| Piel’s Beer + Schaefer Beer + Gorham Silver + Jello 











Frostee + Helena Rubinstein - Ford Dealers + Richard 
Hudnut + Cities Service + and dozens of others. 


Syndication 


SCREEN GEMS maintains its own nation- 
wide syndication service for local and re- 
gional advertisers. We have sales offices 
in Atlanta, Chicago, Dallas, Detroit, San 
Francisco and Hollywood in addition to our Metropoli- 
tan and Eastern regional offices located in New York 
with our home offices. 


The programs we are now syndicating are Your All 
Star Theatre, Celebrity Playhouse, The Big Playback, 
Jet Jackson, Rin Tin Tin, and in some markets, our 
other shows. We’re also offering Top Plays of 1955, the 
syndicated version of the current Fireside Theatre, 
which we were invited to market for Procter & Gamble, 
through The Compton Co. 


{ One N ht 


SCREEN GEMS programs have achieved highest 
audience ratings. Unexcelled showmanship may be 
expected of a company which has complete and 
interchangeably flexible production facilities on 
both coasts. Every day that passes proves that with 
SCREEN GEMS any advertiser, large or small, can 
make sales through television film at the lowest cost. 





Why not call us in the next time you have any 
kind of a TV film problem. We think you'll enjoy 
working with us—and we’d welcome being of serv- 
ice to you. You can write directly to us, telephone 
or wire collect if you wish. 


Screen Gems, Inc. 


Television Subsidiary of Columbia Pictures Corporation 
233 West 49th Street, New York 19, N.Y. + Circle 5-5044 
The only company which provides advertisers with 
Hollywood and New York custom-produced national 
shows, commercials, and syndicated programming. 
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2 the open door to increased sales... 
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Here’s a refreshing two hour show, timed for and 
geared directly to a vast women’s audience. 
Featuring 6 established WSPD-TV personalities, 

this daily hard-hitting sales tool has variety to 
interest every type of woman. 


There's Dorothy Coon with household hints; 

Jane Schroeder with heart warming human in- 
terest stories; Ginny Wood with guests, hobbies 
and news of direct interest; Betty Zingsheim with the 
latest fashion showings. Rusti supplies the 

organ music throughout the show and Earl 

Wells acts as male host. 


Add to this combination the billion dollar Toledo 
area market with its 297,000 set saturation, 
and you get real sales results! 


For further information, call your nearest Katz 
Agency or ADams 3175 in Toledo. 


RADIO 
TELEVISION 


25 TOLEDO, OHIO 





Storer Broadcasting Company Represented Nationally 


TOM HARKER, NAT. SALES DIR., by KATZ 
118 E. 57h STREET, NEW YORK 
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FAMILIAR PATTERN. NBC's presi- 
dent Pat Weaver has said of his net- 
work’s highly touted and taunted first 
“Spectacular”, Satin and Spurs (Sept. 
12), “Whether you liked or disliked 
it, whether the sponsor did, or whether 
1 did, is not really important in the 
overall scheme of spectaculars.” What 
was important, he noted, was the con- 





ANN SOTHERN 


37.2 million viewers 


cept. Initial ratings did not indicate 
what the public thought of the concept, 
but they seemed to show not as many 
people tuned in to Satin and Spurs as 
NBC may have expected. 

Late last month, the network plunged 
into the listings a second time, how- 
ever, came up with the first Nielsen 
fall results on a national basis: Satin 
and Spurs was listed as fifth highest 
program with 11.3 million homes and 
37.1 million viewers. Identifying Niel- 
sen as “the most accepted national” 
service, NBC’s vice president Syd 
Eiges in a press statement said the 
second “spec” came off even better: 
Lady in the Dark with Ann Sothern 
(Sept. 25) rated 39.1, was seen in 
11.34 million homes by 37.2 million 
viewers. 

The pattern for NBC was a familiar 
one. The network sat out early public 
doubt about the expensive Today until 
the show was built into a resounding 
sales success, and on Home and To- 
night is using the same technique: 


rawr ewer Mews front 


stay with it until it pays. But, while 
the industry and NBC brass waited 
anxiously for research on its third 
spectacular (Oct. 10), NBC changed 
the subject slightly, boasted screens 
weren't so dark after all. Nielsen gave 
the network four of the five top shows, 
six of the top seven. 


DU MONT RECTANGULAR COLOR. 
Du Mont Laboratories, which had held 
back on color development until it 
could deliver a large-size tube, now 
has two. 

Last month it announced a 21-inch 
rectangular color tube in addition to 
its 19-inch round one. The picture area 
of the new addition to the Du Mont 
family is approximately 225 square 
inches. (RCA’s new 21-inch tube, in- 
troduced last September, has a 250- 
square-inch viewing surface; Philco, 
in the late summer, announced a 21- 
incher with 250 square inches, and 





ALLEN B. DU MONT 
First rectangular color 


CBS-Hytron is reportedly at work on a 
22-inch tube.) DuMont, though, 
claims one “first.” It is the first rec- 
tangular tube and, says Dr. Allen B. 
Du Mont, it won’t lose any picture 
area because of its shape. 

The Du Mont tube is scheduled to 
go into production in early 1955 and 
will sell to set makers for about $175, 
the same prices as the 19-inchers. It is 
of metal cone construction and sam- 
ples for the trade should be ready soon. 


PRICES ARE HIGHER. The reasons 
given were many: Trade savants said 
the price-cutting that took place when 
color sets were first announced was 
now being rectified; manufacturers at- 
tributed it to rising production, labor, 
distribution and component -parts 
costs; one trade publication implied 
it was preparation for Christmas shop- 
ping. But whatever the reason, tv set 
makers were raising prices. 

In the past month Philco, Sylvania, 
Majestic, CBS-Columbia, Admiral, 
Stromberg - Carlson, Stewart - Warner 
and Emerson had announced effective 
or forthcoming price hikes of from $5 
to $25 on many models; Du Mont had 
achieved the same end by introducing 
a new “wide horizon” line—incorpo- 
rating higher voltage and larger view- 
ing surface in eight models of its cur- 
rent line—at $10 to $20 more. 

Most of the increases were in the 
middle and higher-priced lines. Inter- 
estingly, none of the manufacturers al- 
tered the tags on their “leaders,” the 
low-priced table models that attract 
the customers and keep unit sales high. 

The wave of increases bore out a 
prediction made early last summer by 
Emerson’s president, Benjamin Ab- 
rams. Mr. Abrams told a dealer- 
distributor convention at Lido Beach, 
L. L., on June 22, that it was incon- 
ceivable that the current price struc- 
ture could be maintained, Prices, he 





BENJAMIN ABRAMS 
Predicted price increase 
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warned, must be increased by 10 to 20 
per cent before long “in order to bring 
radio-tv receiver prices in line with 
other consumer products and in keep- 
ing with sound economic principles.” 

Yet, despite the higher cost, people 
were still buying black-and-white sets. 
Perhaps they decided they'd wait for 
competitive color sets and enjoy black- 
and-white in the interim; perhaps they 
wanted a second set; manufacturer 
after manufacturer was _ reporting 
record or near-record business in Sep- 
tember and October. 


AP NEWS GROUP. Another mile- 
stone has been passed in recognition 
of the importance of television and 
radio. A nationwide Associated Press 
Radio and Television Association has 
been formed, similar in many respects 
to the Associated Press Managing Edi- 
tor’s Association which has had tre- 
mendous influence on Associated Press 
policies for many years. 

Such a step, with the blessing of 
the AP management, indicates the 
value the association places on the 
television-radio segment of its business 
—a segment which, at one stage, some 
AP member newspapers were reluctant 
to form. 

By-laws and framework for the 
new group were drawn up by the 
seven-man AP Radio Member Com- 
mittee which was appointed by AP in 
1952 and which has served as liaison 
between AP members and AP manage- 
ment. By-laws declare the “purpose of 
the new group is “to advance the 
science of journalism through the 
media of radio and television” and to 
“cooperate with AP in order to make 
available an accurate and impartial 
record of the news.” By-laws and 
framework must be approved by a vote 
of the members which is expected early 
next summer. 

The new association will have a 17- 
man board of directors with four com- 
ing from each of the four AP districts. 
One director will be from a television 
station while the other three will be 
from various classes of radio stations. 
Seventeenth member will be AP Gen- 
eral Manager Frank J. Starzel or his 
representative, who will serve ex 
officio. 

Members of the Radio Member 
Committee will serve on the first board. 
They include Les Mawhinney, news 
director, KHJ-TV-AM Los Angeles, who 





OLIVER GRAMLING 
He will be secretary 


has served as chairman of the group 
since its founding and will serve as 
first president of the association; 
Oliver Gramling, AP assistant general 
manager, who will be first secretary- 
treasurer; Jack Kreuger, news editor, 
WTMJ-TV-AM Milwaukee; Daniel W. 
Kops, vice president & general man- 
ager, WAVZ New Haven, Conn.; Matt 
Bonebrake, president and _ general 
manager, KOCY Oklahoma City; Joe 
H. Bryant, president & general man- 
ager, KCBD-TV-AM Lubbock; Tom 
Eaton, news director, wtic Hartford, 
and Jack Shelley, news manager WHO- 
TV-AM Des Moines. 

No dues are planned for the present 
although provision is made for col- 
lection of nominal fees at a later date. 
Every station member of AP is’ al- 
lowed one representative to the associ- 
ation, and meetings may be called by 
the board at any time on 30-day no- 
tice. The board meets at least once 
each year on the Monday preceeding 
the fourth Thursday in September. 

The organization plans also provide 
for a six-man executive committee 
composed of the president, one board 
member to be appointed from each 
district and the AP general manager 
or his representative. 


MULTIPLE OWNERSHIP. The FCC 
finally decided. Now tv stat'on owners 
could increase their holdings to seven 
stations provided two of them were 
uhf. 

One of the first to benefit was 
George B. Storer whose purchase of 
the Empire Coil Co. of New Rochelle 
and its two tv outlets, vhf WxEL Cleve- 


land and uhf Kptv Portland, Ore., had 
been awaiting Commission approval 
since last January (TELEVISION AGE, 
February 1954). But the networks 
weren’t far behind. 

On Oct. 22, the day the FCC ruling 
became effective, CBS announced that 
it was buying woKy-Tv Milwaukee 
(channel 19) subject to Commission 
approval. “CBS,” said president Frank 
Stanton, “is going forward with studies 
and other plans to acquire a second 
uhf station as soon as possible.” (The 
network is also involved, at the mo- 
ment, in competitive hearings for vhfs 
in St. Louis and Boston; it recently 
sold its minority interest in WTOP-TV 
Washington and is about to dispose 
of similar holdings in wcco-Tv Minne- 
apolis-St. Paul—presumably clearing 
its decks for action.) 

NBC was going to look for uhf sta- 
tions in primary markets “immedi- 
ately,” said one official. And manag- 
ing director Ted Bergmann of Du 
Mont said his network wanted “as 
much ownership as the law will per- 
mit” though it would probably not act 
till early next year. ABC president 
Robert Kintner said the web was 
“making various studies.” 

Meantime uhf owners and grantees 
were offering to sell their stations to 
the networks and equipment makers, 
too, were flooding them with sales 
spiels, some offering “bargains” in 
transmitters and related gear. 

It was a busy time for everyone. 


THEATRE COLOR Tv. The color 
picture spread to theatre tv last month. 
The Society of Motion Picture and 
Television Engineers, meeting in 
Hollywood, heard that RCA had de- 
veloped a projection system for show- 
ing color tv on theatre screens. 

Basically, the system was an adap- 
tion of the RCA monochrome equip- 
ment currently in use by “almost 100 
theatres,” company spokesmen said. 

A technical paper prepared by RCA 
theatre-equipment engineers L. L. 
Evans and R. V. Little and read to the 
assemblage by RCA’s John Volkman, 
indicated that a decoder unit was the 
“heart” of the system, extracting the 
color information from the incoming 
video signal and combining it in 
proper proportion with the brightness 
information in the signal. These sig- 
nals, in turn, operate the equipment’s 
three tv picture tubes. 
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YEARS OF TELEVISION HISTORY 


¥& From experimental beginnings in 1928—the first dra- 
matic program; the first remote in television history. 


* To first regular operation, November 6, 1939. 


*~ To full-time, maximum power, network color and 
black and white service to 386,700 TV families. 


WRGB MARKS ITS 15TH ANNIVERSARY 


AS A LEADER IN THE TELEVISION INDUSTRY 


A GENERAL ELECTRIC STATION 
Albany * Troy * Schenectady 
Represented Nationally by NBC Spot Sales 
THE CAPITAL DISTRICT’S 
ONLY FULL-TIME TELEVISION STATION 
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~WORLD’S TALLEST 
TV TOWER 


rand 316,000 watts power 


»~ 


wx 


That beacon atop KWTV's new 1572-foot tower— 
tallest man-made structure in the world—marks a 
new era for television in Oklahoma. It lights the way 
to reception in thousands of homes never before 
reached by television—a vast audience over a huge 
area never before reached by any other Oklahoma 
station! Along with this new tower, with its 12-bay 
superturnstile antenna and RCA equipment, KWTV 
brings to advertisers the facilities of its new studios, 
among the largest and best equipped in the South- 
west. 





K LET KWTV PROVE ITSELF AS YOUR sx 
STAR TV SALESMAN IN OKLAHOMA 


OKLAHOMA 
CITY 


EDGAR T. BELL, Executive Vice President AFFILIATED MANAGEMENT KOMA—CBS 
FRED L. VANCE, Sales Manager REPRESENTED BY AVERY-KNODEL, INC. 
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Adver 


“AA dvertising activates people—whether you’ re 
selling cigarettes or ideas.” 

So says cigarette-smoking, idea-laden Paul 
Brown West, president of the Association of 
National Advertisers. “The channels we call 
media,” he continues, “are all part of the mech- 
anism called advertising.” And Paul West em- 
phasizes, “Advertising is the best medium for 
speaking for business.” 

His word had particular significance: As he 
spoke, some 500 five-star executives across the 
nation were clearing their calendars of all ap- 
pointments for Nov. 8-10. A similar number of 
agency account executives were also reserving 
their top-bracket time. On those three days, just 
about all advertising in 48 states and in several 
foreign countries will be a staff operation, car- 
ried on “as usual” while the boss is away. The 
cause, of course, is the annual convention of 
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Industry 

works a claim, 

staked out by its ANA, 
in search of the 


big-sell pay-lode 


tising is a tool... 


the ANA in New York’s Hotel Plaza. 

Collectively, the ANA delegates command— 
and dispatch—budgets fitting the industrial 
kingdoms they rule. The 470 member companies 
include all but two of the top 50 advertisers* 
who, together, are parting with an estimated 
$500 million this year for advertising, alone. 
Nevertheless, the ANA is not for titans, only. 
One hundred spend from less than $150,000 to 
$500,000 on advertising annually and 124 
spend between $500,000 and $2 million. 

The association, whose policy emphasizes ad- 
vertising as a “tool” of selling and management, 
has always striven to develop and encourage 
more effective and profitable uses of that tool. It 
does so on a three-point plan. Externally, the 
ANA works to improve advertising results. In- 
ternally, it works to improve members’ use of ad- 
vertising. The third and broadest point is repre- 
















sentation; the ANA stands firm to 
protect the interests and collective 
needs of national advertisers. 

As the 62-year-old Mr. West, presi- 
dent since 1935, observes, “Advertis- 
ing is a powerful force . . . It is an in- 
tegral part of a company’s being.” 
But, he regrets, advertising has too 
long been “apart” from other business 
operations. 

To solve that, the ANA is just at 
the start of a major step forward. It 
is introducing the concept of “adver- 
tising management,” an idea that wiry 
Mr. West says hits “right into the guts 
of our business.” 


Efficiency is Aim 


The shift is subtle. It enlarges ad- 
vertising from a “tool” of management 
to a “function” of management. As 
Paul West explains, except in a few 
companies “advertising has not been 
approached from a management con- 
cept comparable to the responsibility 
advertising has been called on to ful- 
fill—in sales, sales promotion, public 
relations, marketing and the like.” It 
is no longer only a question of what 
advertising should deliver. More ex- 
actingly, the question has become how 
to “organize, integrate and manage” 
advertising so it can deliver most 
efficiently. 

The project first came to light last 
spring when ANA’s board chairman, 
Ben R. Donaldson, director of institu- 
tional advertising for the Ford Motor 


*Membership includes 357 companies plus 
95 affiliates that, as subsidiary divisions, 
have joined unter “group membership.” The 
two non-members among the first 50 adver- 
tisers are Liggett & Myers and Rexall Drugs. 





Vice Chairman Gerbic 
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Board Chairman Donaldson 


Co., announced plans to form an ad- 
vertising management comniittee. (He 
has observed, “There is no area in 
which we, as ANA members, share 
problems more nearly in common.” ) 
At the committee’s first meeting, held 
June 10, the work was divided into 
four meaty parcels: advertising plan- 
ning and control (a look-see, first of 
all, at accounting problems, under the 
chairmanship of R. A. Applegate of 
duPont) ; positioning and organization 
of the advertising function (a study of 
its relation to the rest of the corporate 
set-up under a chairman still to be 
named); selection and training of ad- 
vertising personnel (Monsanto Chem- 
ical’s Howard Marple heads this area). 
and agency-client relationships (how 
to select an agency and what agreements 
to make, with Johnson & Johnson’s E. 
G. Gerbic, new vice chairman of the 
ANA board, as leader). 

What this can—or will—lead to is 
up to the ANA membership, source 
of the project in the first place. For, 
as a non-profit, service organization, 
the ANA depends strongly on its vol- 
unteer committees. Its organization. 
simply, is this: 

Companies — not individuals — are 
Each 


designates its own ANA representative, 


members. member company 
usually its advertising head. When he 
yields his company position, he also 
gives up his ANA post, a precedent 
that puts many ANA friends in other 


ranks. (For Gerbic, 


formerly _ the treasurer, was 


example, Mr. 
ANA 
named to succeed Guy Berghoff as vice 
chairman in September when the lat- 
ter was promoted by Pittsburgh Plate 
Gless.) Consequently, the ANA re- 
mains an association of advertising 
departments—at the top level. 
Activities are governed—and exe- 


cuted—by 13 steering committees, half 
of which pertain to media, the remain- 
der to research and allied fields. Aver- 
aging 16-20 members each, the com- 
mittees and their chairmen are: ad- 
vertising research, Frank W. Mans- 
field of Sylvania Electric Products; 
advertising management, formerly 
headed by Mr. Berghoff; agriculture, 
H. L. Coons, Keystone Steel & Wire 
Co.; cooperative advertising, Walter 
H. Lowy, the Formfit Co.; display, 
temporarily vacant; films, John Flory, 
Eastman Kodak Co.; industrial, Ralph 
Winslow, Koppers Co.: 
George Oliva, National Biscuit Co.; 
merchandising the advertising, also 


magazine, 


vacant; newspaper, George Abrams, 
Block Drug Co.; outdoor, A. C. Burke, 
Coca-Cola Co.; public and government 
relations, J. Ward Maurer, Wildroot 
Co., and radio and television, E. W. 
Ebel, General Foods Corp. (The va- 
cancies have been caused by promo- 
tions and are expected to be filled 
shortly after the convention.) 








Staff 


Members: 


ANA 








Each committee is paralleled by a 
group. The group system, adopted in 
1949, is chiefly a way of communicat 
ing committee activity to interested 
people in member companies. (For in- 
stance, a major number of members 
444 of 470—are enrolled in the rad‘o 
and television group.) “The major 
activity of the groups is that they serve 
as the only good means of learning 
member sentiment,” vice 
Lowell McElroy has noted. 


Further, members continuously get 


president 


kelp on individual problems through 
correspondence, receive a semi-month- 
ly News Letter, a quarterly Roundup, 
special legal reports and, by request, 

















studies, surveys and manuals that take 
several pages to list. In fact, the group 
system was adopted “not because the 
ANA material wasn’t good,” one staff 
member explains. “There was just too 
damned much of it.” 

Clearly, its committees and publica- 
tions give the ANA close—and com- 
plete—vertical ties with member com- 
panies. But it doesn’t stop there. The 
association also has a broad horizontal 
reach across the top levels of com- 
panies and, in fact, commerce. 


Board is Active 


Consider, for example, the com- 
panies represented on the ANA board 
which vice president Cy Norton 
characterizes as an active policy- 
making, reviewing and checking body: 
du Pont, Sun Oil, Dravo, General 
Foods, General Tire & Rubber, Sea- 
gram-Distillers, Wildroot, National 
Biscuit, General Electric, Internatio;al 
Harvester, American Viscose, Thomas 


J. Lipton, New England Mutual Life 


For participation in this father of 
advertising families, companies pay 
from a $290 minimum to a $2,500 
maximum fee. Obviously, the associa- 
tion works on a “rather “ moderate” 
Ludget, considering the scope of its 
activity. Although the ANA has grown 
“less in terms of péople than in what 
we are trying to do,” membership has 
increased some 70 per cent since 1936. 
Among recent newcomers are the Allen 
B. Du Mont Laboratories, represented 
by Keeton Arnett, general assistant to 
the president, and Stromberg Carlson’s 
Telephone Sound Divisions, repre- 
sented by advertising manager Fred- 
eric W. Haupt. 

The beginning of the ANA dates 
back to a warm June day in 1910 
when some 17 ad managers “got to- 
gether” in Detroit to compare notes. 
When their talks proved as heated as 
the weather, they knew they had a 
real thing—and real needs. The adver- 
tising managers, first need, Mr. West 
says today, was for “more and better 















the same decade. In the Forties came 
the Continuous Circulation Audit to 
measure radio. 


In the Public Service 


Most recently, the second world war 
spawned The Advertising Council. 
That represented a whole new concept, 
the use of advertising in the public 
service, which businessmen learned 
was also “good product advertising.” 
Making the correlation, Mr. West ob- 
serves, “All a product is is an idea—it 
started out in some one’s mind.” 

The ANA staff—currently 32 em- 
ployes—had been headed by a secre- 
tary until Art Ogle became its first 
managing director in 1927. In 1929 
he was succeeded by Albert Hasse and 
then by Mr. West who became manag- 
ing director and secretary-treasurer in 
1932. Three years later, Paul West was 
named its first president, and, as his 
associates freely point out today, the 
greatest ANA expansion has occurred 
under his tutelage. 
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and Carnation. Officers are elected for 
one-year and directors, for three-year 
terms. 

The ANA also works closely with 
just about all other advertising asso- 
ciations, having in some _ instances 
founded them. It is a close ally of the 
American Association of Advertising 
Agencies. With it, the ANA was a 
founder and is now a co-sponsor of 
the Advertising Research Foundation. 
It was a co-founder of the Broadcast 
Measurement Bureau, the Traffic Audit 
Bureau. It works with groups like the 
American Newspaper Publishers Assn., 
the Outdoor Advertising Assn. of 
America, the NARTB—to name a few. 


tools — validation of their work.” 
History by Groups 


Its history, decade by decade, can 
just about be told in terms of the 
“validation” groups that followed: In 
1914 the Audit Bureau of Circulations 
was set up. During the Twenties, the 
ANA—reflecting the businesses it rep- 
resented—was riding through the de- 


velopment of radio and, with the gen- 
eral spread of automobiles, the great 
surge of outdoor advertising. The TAB 
was founded (largely through the ef- 
forts of signman Ge) «ze Foster) in the 
early Thirties and The Advert’sing 
Research Foundation followed later in 


Mr. West, who wears an easy calm 
in the face of pressure and who can 
sprint through a 12-hour appointment 
schedule with a freshman’s enthus- 
iasm, is anything but a novice. He has 
been a member of industry, serving 
with the Union Carbide & Carbon 
Corp. for several years after gradua- 
tion from Williams College in 1914. 
He has agency experience, having 
been an account executive with Mur- 
ray Howe & Co. from 1919 to 1922. 
He was an advertising manager with 
Haynes-Stellite Co. for the succeeding 
two years, and from 1924 to 1932, ad- 
vertising and sales promotion man- 
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ou are a manufacturer of, say, 

ladies’ hand lotion. You've just 
bought a regional television show and 
now must decide on the kind of com- 
mercial that would be most effective. 
It must be good because you are com- 
peting for business with the major 
national advertisers. 


First, of course, you go to your 
agency and ask the big question, 
“How much should a good quality 
commercial cost?” 

The answer is a guarded, “Well, it 
depends.” 

A producer of film commercials 
answers the same question with the 
rhetorical “How high is up?” 

Another 
been on network television for a num- 


manufacturer, who has 
ber of years and has had many com- 
mercials made, replies mostly ‘with 
“ifs” and “buts.” The temptation at 
this point is to forget the whole thing 
and go back, say, to direct mail cam- 
paigns. 

The truth is that the cost of each 
commercial does depend and is a ques- 
tion of how high is up and is full of 
ifs and buts. As Morris Behrend, gen- 


eral manager of Sarra, Inc. points out, 
“Each commercial is a custom-made 
job.” There are, nevertheless, answers 
for your question in dollars and sense. 

TELEVISION AGE has discovered, in 
talking with the makers of filmed com- 
mercials and agency production men, 
that there are low, medium and high 
cost ranges for all the elements that 
go into a filmed commercial. The dif- 
ference in the way each of these ele- 
ments is treated furnishes the clue to 
the wide variances in price of the fin- 
ished product. The burden of cost 
decision lies with the buyer. You get 
what you pay for. 


Some Costs are Basic 


Take a hypothetical story-line of a 
one-minute spot. Break it down cost- 
wise step by step. The result will cover 
most of the basic costs which are in- 
cluded in any type of commercial. 

The purpose of this hypothetical 
commercial is to tell women the ad- 
vantage of using the hand lotion you 
manufacture. The desired format calls 
for a before-and-after demonstration. 
Our story is of Mrs. Homemaker 













What pricefi 


who is happy in going about her 
normal household duties, except that 
she notices and regrets the gradual but 
continual deterioration in the appear- 
ance of her hands. Furthermore, she 
doesn’t know what to do about it. A 
with Mrs. Neighbor, 
next door, clears that up. Mrs. Neigh- 


conversation 


bor, of course, has household chores 
of her own. She has, however, pretty 
hands. Naturally, she uses your prod- 
uct and tells Mrs. Homemaker about 
it. She shows the product . . . and her 
pretty hands. Mrs. Homemaker buys 
the product (closeup of store shelves) , 
and shows in full screen closeup how 
to use it, and in a short, on-camera 
pitch tells of her pleasure in its dis- 
covery. 

A glamour shot of her hands fol- 
lows, then a glamour shot of the prod- 
uct over which will be superimposed 
in white the company’s slogan and 
the price of the lotion. 

The principal costs involved in mak- 
ing such a commercial on a quality 
basis are as follows: 

1. Two women in the cast. Both re- 
act to the product and so are paid at 
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1162 overhead 
465 profit 
593 agency fee 


$4545 < ' 








C ilm commercials? The costs involved in a one-minute spot 


can go up or down according to your budget 


Guild rate for 
actresses of $70 per day. (See box 
en page 58 for SAG scale.) Mrs. 
Neighbor is needed for only one day’s 
work, (Cost: $70) But Mrs. Home- 


maker will be required for two days. 


the Screen Actors 


In one she can make a completely 
acceptable sound track of the entire 
spot, as well as her own on-camera bit 
and the two-shot with her neighbor. 
On the second she can do the store 
scene and the household chore se- 
quence. (Cost: $140) Since it’s very 
unusual to find an actress for the Mrs. 
Homemaker part, who can speak lines, 
look presentable on camera and has 
beautiful hands which she knows how 
to display professionally, the producer 
will probably need a hand model for 
the closeup glamour shots of hands. 
(Cost: $50) Casting fees now total 
$260. 

2. A make-up man, specializing in 
cosmetic shots and glamour closeups, 
will be used at a cost of $50. 

3. The following sets and props 
(whose costs include purchase, con- 
struction and setup) are needed: 
Kitchen, $150; a living room with tea 


table for Mrs. Neighbor’s scene, $150; 
store shelf display, $50 and _back- 
grounds for closeups, $50. Total, $350. 

4. A sound stage (usually rented) 
will be required for two days—one for 
construction and setting up and one 
for shooting. The second day’s silent 
shooting can be done, in most cases, 
in the producer’s studio and is con- 
sidered an overhead charge. Total 
cost for sound stage, $350. 


Two Days Shooting 


5. Minimum union crew paid at 
union minimum for the filming in- 
($75), 
cameraman ($36.20), electric'an, grip, 


cludes cameraman assistant 
props ($35 each); and a sound crew 
of monitor man ($45), boom man 
($35) and recordist ($35). This 
comes to $365. The second day of 
silent shooting (without the three-man 
sound crew) will cost $250. Overall 
total, $615. 

6. One reel, or 1,000 feet, of raw 
film will be used. This seems a lot of 
film to make a 90-foot finished prod- 
uct but on-camera shots—particularly 


specialized ones such as are needed 





to illustrate beautiful hands—are rare- 
ly achieved at the first take. Timing 
in commercials is an important fac- 
tor and many otherwise good takes 
are not usable simply because they 
take too long. Producers have learned 
by experience that it is poor economy 
not to shoot enough footage while 
production is underway. Cost of film 


$45. 

7. The off-camera sound track is 
done on tape and must be transferred 
to film. This means renting a record- 
ing studio for an hour, buying sound 
tape and film raw stock, developing 
and printing and transferring the re- 
sults to a 35 mm. negative. Total cost 
$125. 

8. Hand lettering titles for super- 
imposure on glamour shot of bottle 
costs $5 a word. Total would be $30. 

9. Photography of titles on high 
contrast film, $50. 

10. A minimum amount of simple 
fades and dissolves would bring the 
charge for opticals to $100. 

1l. Developing and printing the 


original photography, making fine 
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CBS views the news 


| The network outlines its position 
on news handling, editorial policy 


and treatment of public affairs 


Stanton: The CBS president delivered the first network editorial 


ood evening. This is to be a CBS 
Editorial. I am Frank Stanton, 
president of the Columbia Broadcast- 
ing System, and I am speaking for 
CBS.” 

Those words, on Thursday, Aug. 26, 
at 8 p.m. over CBS Television and at 
10:15 p.m. over CBS Radio, establish- 
ed a precedent. 

Although broadcasters had been 
maintaining for years their right to an 
“editorial page” equal to that enjoyed 
by the press, no network had ever 
exercised that right until CBS protest- 
ed against Senator Watkins’ decision 
to exclude television and radio from 
the hearings on the resolution to cen- 
sure Senator McCarthy. (The editorial 
package was ultimately tied up with a 
talk by Judge Harold R. Medina of 
the United States Court of Appeals the 
following Thursday, Sept. 2, during 
the same time slots, on the opposing 
side of the question.) 

This was the first editorial, but it 
would not be the last: As Dr. Stanton 
puts it, when the occasion calls for 
ene, one will be delivered. If it is on a 
communications or information prob- 
lem, chances are the speaker will be an 
executive of the parent company, CBS, 
Inc.; if it’s a network problem, he 
might be a network official. At any 
rate, the Columbia Broadcasting Sys- 
tem and its television and radio net- 
works are shouldering more and more 
responsibility for speaking out on be- 
half of the public as well as for the 
information of the public. 


Maturing Philosophy 


This is simply the maturing of a 
decades-old philosophy. CBS has al- 
ways maintained an active and hich- 
level interest in news and public af- 
fairs. President Stanton attributes 
much of it to board chairman Will'am 
S. Paley. “Mr. Paley has a_ broad 
streak of public responsibility,” h- ex- 
plains, adding that both he and the 
board chairman sit in on the weekly 
meetings of both radio and tv program 
boards and that news and public af- 
fairs personnel have always had easy 
access to the executive offices. 

Back in 1946, in fact, the CBS radio 
network was actively plonning a week- 
ly program to be called simply CBS 
Editorial Time. Under the late Russell 
Davenport, it prepared and recorded 
several pilot scripts on issues like the 
need for school planning, only to 











































































abandon the project temporarily pend- 
ing a reexamination by the FCC of 
the Mayflower decision. 

Today’s planning does not envision 
a regular network-opinion program 
such as CBS Editorial Time would 
have been. But having taken the step 
at long last, CBS has no intention of 
letting a succeeding runner pick up 
the baton. 

The company is, at the moment, in 
the throes of a large-scale reorganiza- 
tion of its news and public affairs set- 
up, for the express purpose of gaining 
the maximum from foreign corre- 
spondents, streamlining domestic op- 
erations and increasing the import- 
ance of both in the overall picture. 
(Today, instead of having a four-man 
radio staff in London plus a four-man 
television staff, CBS has eight, under 
Howard K. Smith as bureau chief, to 
serve both media.) 


Planned Since 1951 


The integration of radio and tele- 
vision news and public affairs staffs, 
which took place last August, had ac- 
tually been in the works—at least in 
thought—since July 1951 when the 
two companies were separated. At that 
time CBS, Inc. set up six operating 
units, two of which were the radio and 
tv networks. News and public affairs 
staffs were split down the middle. Do- 
mestically, it worked, but Dr. Stanton 
and Mr. Paley, who felt that it was 
their foreign staffs which gave them 
stature in the news field, weren’t sure 
that the correspondents overseas could 
function to the best advantage on a 
split basis. 

The integration move was hypoed 
last spring by Mr. Paley’s speech be- 
fore the annual convention of the 
NARTB. He told the broadcasters 
flatly that they were falling down in 
their responsibility to the people and 
until they met it, they shouldn’t ask 
for and expect to receive the same 
treatment and consideration, the same 
freedom from boycott and _ political 
pressure as the press. His recommen- 
dations: “The operation of news and 
public affairs . . . should be given great 
emphasis and attention by top man- 
. This area of the broad- 


caster’s operation is at least as im- 


agement . . 


portant as any of the other areas com- 
ing under his jurisdiction and super- 


vision . . . Build a strong news or- 


ganization—not in numbers—but in 





quality . . . Work out in advance well- 
defined and _ clearly-stated 
policies . . . Only one basic tenet must 
be observed. There must be fairness 
and balance . . . no matter what the 
station owner’s personal predilections.” 


general 


To explain his philosophy in con- 
crete terms, Mr. Paley outlined the 
ground rules under which CBS had 
been operating. “The news reporting 
must be straight and objective. In 
news analysis there is to be elucida- 
tion, illumination and explanation of 
the facts and situations, but without 
bias or editorialization . . . Our poli- 
cies also provide that significant view- 
points on important controversial is- 
sues are afforded the opportunity of 
expression—largely through : 
straight talks, debates and panel dis- 
cussions. Opinion broadcasts must be 
labeled for what they are . . . The lis- 
tener is entitled to know what he is 
receiving, news or opinion, and if it 
be opinion, whose opinion . . . 

“It is not the act of editorialization 
which puts the bite and backbone into 
a news and public affairs operation. 
It is rather the fact of having a round- 
ed and vitel schedule . . . unbiased 
news .. . fair and objective analysis 

. a schedule of controversy 
public feature programs and docu- 
mentaries.” 


Chose Working Newsmen 


It is interesting in the light of Mr. 
Paley’s words that CBS, in putting in- 
to effect its integrated and vitalized 
news and public affairs program, 
chose working news and production 
men to head the different sub-depart- 
ments rather than administrators. 

Upped to vice president in charge 
of news and public affairs for both 
radio and tv was Sig Mickelson who 
had directed news and public affairs 
for CBS Television. Mr. Mickelson is 
a former reporter and newscaster, 
journalism professor and news editor. 
As his lieutenant in charge of the com- 
bined news operation, CBS tapped 
Edward P. Morgan who had been a 
newspaper, press service and magazine 
reporter and foreign correspondent 
before joining the network as a news- 
caster. 

To supervise public affairs broad- 
casts and telecasts—which include spe- 
cial events, educational and religious 
programs, debates and documentaries 
—the company chose Irving Gitlin, 





former science reporter and documen- 
tary producer. And Elmer Lower, di- 
rector of news and public affairs for 
the tv network in Washington, was 
picked to handle such special events as 
elections. Mr. Lower, too, had been 
an operating newsman—newspaper 
and press service reporter, chief cor- 
respondent for Life in Paris and the 
Far East and chief of the Un‘ted States 
information division in Bonn. 

CBS has always consulted its staff 
correspondents regularly on operations 
end procedures. Every year on the 
Sunday afternoon between Christmas 
and New Year’s Day CBS men from 
the four corners of the globe (and 
Washington) converge on 485 Madi- 
son Avenue, home office of CBS. for a 
one-hour Year-End Round-Up. And 





Paley: “There must be fairness and balance” 


before the new integration plan was 
put into effect, Dr. Stanton flew to 
Paris where he spent a five-hour lunch 
at the Ritz discussing the new formula 
with the CBS foreign staffs. Now the 
correspondents will probably have still 
more “say.” Their concept of a story 
—its basic news importance weighed 
with its visual impact—will be a more- 
and-more influencing factor. 

What the integration is designed to 
accomplish, according to Sig Mickel- 
son, is a long-term change which will 
take a matter of years, namely: to find 
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n the night of Sept. 16 as Steve 

Allen, emcee of his own show on 
WRCA-TV, moved offstage and into the 
audience, he discovered a_ shapely 
miss in a white strapless bathing suit 
sitting up front. 

“IT don’t know what it’s all about, 
Honey, but I can’t ignore you,” said 
Steve. “Stand up and let everyone see 
you.” She did, displaying for the 
cameras a big ribbon across her chest 
which said “Million Dollar Baby.” 

“Well, what’s it all about?” Steve 
asked. 

“I’m from wor-Tv and I’m promot- 
ing Million Dollar Movie which opens 
next Tuesday night on Channel 9,” 
said WOR-TV’s weather forecaster, Nor- 
ma West. “Million Dollar Movie will 
be shown at 7:30 and 10 p.m. every 
night with extra matinees at 4:30 p.m. 
on Saturday and Sunday. And here’s 
a Million Dollar Banknote to remind 
you.” 

Said Steve: “wor-Tv, you snea‘y 


rascals.” 






Million- 
dollar 
magnet 


WOR-TV draws audience, 
advertisers with 
General Teleradio’s 


feature films 


To wor-Tv, Mutual Broadcasting 
System’s New York City television 
station, the Steve Allen stunt wasn’t a 
sneak play at all, but just one more 
item in a promotional campaign that 
ran Hollywood-premiere build-ups a 
close second and, says the station, 
boosted it from the area’s sixth to 
third in less than one month. 


Most Independently Produced 
The Million Dollar Movie wor-tv 


was promoting is a package of 30 fea- 
ture films never before shown on tv. 
General Teleradio, parent of MBS and 
consequently of wor-Tv, rented the 
pictures for $1.25 million from the 
Bank of America for four years (after 
which they revert to the bank). Most 
were independently produced, often 
by their stars, and sold to the bank 
after a year or more so the owners 
could take a capital gains for tax 
purposes. 

Included in the package were such 
A-pictures as Arch of Triumph, The 








Fabulous Dorseys, Body and Soul, Mr. 
Peabody and the Mermaid, One Touch 
of Venus and Double Life (see box). 
Among the starring performers were 
Oscar-winners Ronald Colman, Frank 
Sinatra, Olivia De Havilland, Jane 
Wyman, James Stewart and Ingrid 
Bergman. 

wor-Tv, which along with General 
Teleradio’s KHJ-TV Los Angeles, was 
given “first refusal,” bought the films 
for $500,000. After experimenting— 
conversationally—with several sched- 
ules, it hit upon what has turned out 
to be a “million-dollar gimmick”: Each 
film is shown twice a night for a week 
plus Saturday and Sunday afternoons 
—a saturation-total of 16 airings 
weekly. 

Two weeks before the first film— 
Magic Town with James Stewart and 
Jane Wyman—debuted on Sept. 21, 
WOR-TV started its promotion. The 
campaign included: 

e 100 radio and tv spots a week from 
Sept. 7 on. 


wor-Tv’s Million Dollar Baby invades a rival show to spread the message. 





































e 1,000 station posters and 500 
double-size carcards in the Hudson- 
Manhattan Railway trains and stations 
(6.5 million fares a month). 

e A full page ad in the November is- 
sue—out in early October-—of Tv- 
Radio Mirror (circulation: 703,404, 
mostly in New York) ; half-page ads in 
TV Guide, starting with the Oct. 2 
issue (New York circulation: 798,000). 
e More than 18,000 lines of news- 
paper advertising from Sept. 14 
through Oct. 15, ranging in size from 
100 lines to half-pages in the News, 
Mirror, Journal-American, World- 
Telegram & Sun, Post and Brooklyn 
Eagle (combined circulation: 4.6 
million). 

What the station called “additional 
exploitation” included a special mail- 
ing to tv servicemen in the New York 
area so the sets they repaired would 
be checked for Channel 9 reception, 
table tents on all Bickford cafeteria 
tables (100,000 customers a day) for 
three weeks, and widespread distribu- 


tion of Million Dollar Banknotes. The 
notes were: 

e Attached to all Childs’ restaurants 
menus (100,000 customers a day) for 
three weeks. 

e Inserted in all outgoing Linens-of- 
the-Week bundles (200,000 customers) 
for one week. 

e Distributed in Liggett-Rexall Drug 
Stores (150,000 a week) for two 
weeks. 

e Handed out in Piel’s beer retail 
cutlets (200,000 in two weeks). 

e Put in grocery bundles at check-out 
counters of supermarkets in New Jer- 
sey and Long Island (125,000). 

e Distributed in Hanscom bakeries 
(250,000 a week) for two weeks. 


Off the Empire State 


The station sent steel cash boxes 
filled with the stage money to all radio 
and television editors. A key fastened 
to the lid was labeled: “Here’s your 
key to the season’s top tv entertain- 
ment.” (WoR-Tv’s public'ty manager 


Promotion included ads, banknotes and basketball players. 





Richard A. Jackson, figured the editors 
would give the banknotes to their 
children who would pass them around 
at school.) In addition, whenever the 
wind was more than 22 miles an hour, 
WoR-TV staffers tossed handfuls of the 
bills from the 83rd floor of the Em- 
pire State Building. 

For the cooperating distributors, 
Mutual handed out an equal amount of 
coverage in radio and tv spots. Hans- 
com, for instance, received spots 
strategically located to produce lis- 
tenership of 250,000 during the week. 

Finally, on der tag, Sept. 21, six 
college basketball players (each over 
six feet tall), dressed in top hats and 
tails, patrolled 
Grand Central stations and the Port 


Pennsylvania and 


Authority Bus Terminal, wearing sand- 
wich boards promoting the Million 
Dollar Movie and handing out the 
banknotes (on request only, to comply 
with the city’s anti-litter ordinance) to 
ccmmuters. WOR-TV thus hoped to at- 


(Continued on page 51) 












Kling’s ultra-modern studios on Chicago’s near-north side 


m : Chicago film producer 
Nineteen 49er finds 20th century gold rush - - 


in television 


Mastermind Eirenberg “Package deal” Niles “Third man” Blevins 
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ling Studios, Inc. of Chicago, mam- 
moth producer of television com- 
mercials, is suffering the pleasantest 
kind of “agony” these days—the grow- 
ing pains inflicted by pressure of ever- 
increasing video business. 

The man bearing the “pain” with 
an almost beatific smile is courtly and 
soft-spoken Robert B. Eirenberg, presi- 
dent of the booming firm. That smile 
is traceable directly to the following 
statistics: 

Kling made its first television com- 
mercial in 1948 and grossed a modest 
$5,000, just enough “ore” to indicate 
that somewhere ahead lay a mother 
lode. 

In 1949 business increased ten-fold 
tc $50,000. 

By 1950 it began to look like a strike, 
with $200,000. In 1951 tv billings ac- 
counted for $550,000 and in 1952, 
$800,000. Last year, Kling’s diggings 
grossed $1,250,000. 

In a sense, Eirenberg forged Kling 
Studios from frustration. Born and 
reared at Sioux City, lowa, the son 
of a general merchandiser, Bob Eiren- 
berg was graduated from Northwestern 
University in 1927. His passion in those 
cays was to hook up with an adve-tis- 
ing agency. He came close; he joined 
Montgomery Ward as a copywriter, 
plugging paint, wallpaper and clothing 
and authoring a grocery catalog. Peri- 
odically he would bump into an illus- 
trator named Wendell Kling whose 
work he greatly admired. In 1934 
Cirenberg got Kling into a corner and 
said, in seffect, “Look, your stuff is 
good. How about me selling it for 
you?” (“Frankly,” he now admits, “I 
thought that Kling’s art would give me 
the agency contacts I was looking for.” ) 

The House of Kling set up, then, 
as a two-man shop—Kling, the artist, 
and Eirenberg, the salesman. The origi- 
nal capital investment: brains and 
energy. (Today Kling has no financial 
interest in the company that bears h’s 
name, although he is a vice president 
and director.) 

In an amazingly short time, the sales- 
man was selling more than the artist 
could produce. In the ragged depres- 
sion year of 1936 a photography divi- 
sion was added and by 1939 the firm 
had moved into two-and-a-half floors 
of Chicago’s Lincoln Towers. 

In 1947 Kling moved into its present 
headquarters in sleek Fairbanks Court 





—an ultra-modern, block-long building 
on the Windy City’s near-north side. 
(Its 50,000 square feet of elbow room, 
valued at $1.5 million, became too 
small before the firm knew what hit it.) 
That same year, Kling established its 
motion picture-television division. 

Since then, the company has pro- 
duced about 9,000 commercials, total- 
ling some 150 hours’ worth, all differ- 
ent. Last year it added the syndicated 
film division and today lists eight syndi- 
cated commercials and seven syndi- 
cated shows. 

Kling’s animated tv ads must “enter- 
tain as well as sell.” Some of the best- 
known were created for Standard Oil 
(McCann - Erickson), Dodge (Grant 
Advertising), Frigidaire (Foote, Cone 
& Belding), Motorola (Ruthrauff & 
Ryan), Wrigley (Meyerhoff), Mon- 


santo Chemical’s “All” (Needham, 
Louis & Brorby), Admiral (direct), 
General Electric (direct), Cremade 


Soap (Ewell & Thurber) and Bondex 
(Krupnick). Its syndicated commer- 
cials (which can be “customized” for 
any sponsor) cover beer, potato chips, 
milk, ice cream, banking and savings 
& loan services. 

The syndicated shows are All-Amer- 
ican Wrestling (39 one-half hours), 
Boxing from Rainbo (26 half-hours) , 
King Calico (65 quarter-hours), Old 
American Barn Dance (26 half-hours) , 
Tv Kitchen (26 half-hours) and Para- 
dox (26 
nettes). Some are house-created, some 
others’ 


five-minute dramatic vig- 
produced from ideas; and 
some—like King Calico, produced by 
Coons, Newton & Chan Productions— 
are only Kling-distributed. 


“One-shop” Campaign 


Though constantly on the look>ut 
for more show properties, “we are 
temporarily stymied by the unavail- 
ability of tv-time,” says Chris Petersen 
Jr., director of the film division. 

Today Kling believes it can offer 
clients the most complete “one-shop” 
campaign in visual advertising in ihe 
world. Available services include pro- 
gram packages aimed particularly at 
smaller stations, tv shows and com- 
mercials, point-of-sale displays, pamph- 
lets, brochures, training films, publ ‘city 
films, still photography, slide films, art 
for publications, ad copy and ad lay- 
outs. Sample package: Old American 


Barn Dance (music), Boxing from 





Rainbo (sports) and 
(small fry show), one show of each. 
The cost is based on the number of 


tv sets in the market, population and 


King Calico 


station competition. (The above pack- 
age brings anywhere from $90 to 
$925. ) 

In addition, Kling offers “aggressive- 
ress, business ‘guts’ and diversifica- 
tion.” Says Petersen: “Our salesmen 
always have something to sell. If cus- 


tomers don’t see what they want, they 
ask for it, and if we don’t have it, we 
get it.” 

A typical day in the life of a Kling 





salesman goes something like this: He 
arrives in, say, Chattanooga where he 
first contacts the tv stations, peddles 
the Studio’s shows and commercials. If 
he finds no takers, he goes to potential 
sponsors like bankers, bakers, breweries 
and dairies, showing them Kling’s syn- 
dicated commercials which can _ be 
readily “customized” to their order. 
Then he contacts local industries and 
offers them public relations, sales train- 
ing, employe relations and industrial 
films. If he can’t sell a film, he tries 
slides. 

Concludes Petersen: “When a Kling 
salesman goes into a town, he should 
come out with a sale of some sort 
or a number of sales. His sample case 
is loaded.” (While tv business last year 
hit $1.25 million, gross from all activi- 
ties was close to $4 million.) 

The architect, engineer and now big 
chief of Kling’s motion picture-tele- 
vision division is dapper and dynamic 
Fred Niles. Before joining Kling in 
1948, he was a news commentator for 
radio station WAAF in Chicago. For the 
first three years he tackled all phases 
of tv film production and in 1951 was 


(Continued on page 87) 
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The maze —of details involved in expert film processing presents no problem at Preci- 
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly 
to keep performance at the highest possible level. Precision-processed film is recognized by 
industry leaders— producers, directors, cameramen—as the finest in the field. 


Just one example of advanced film printing methods is the individual Printing Control Strip 
technique —available only at Precision. This Strip permits complete printing control without 
notching or altering the original film in any way—and may be filed for later precise duplication. 


In everything there is one best...in film processing, it’s Precision. 








A division of J. A. Maurer, Ine. 
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How to parlay a 

$3 Christmas Gift 
into a “Million Dollars 
Worth” of Good Will 


Give Television Age fo Clients, Prospects, 
Business Associates for Christmas. 


Where else in this fabulous television business 
can you reap such big dividends from so small 
an investment? 


For as little as $3, Television Age _ will deliver to 
your clients, prospects and business associates. . . 


13 YEAR ROUND ISSUES that reveal 
how to cash in fully on television’s 
lucrative opportunities. 


72 SPECIAL REPORTS on every- 
thing from commercials to color, pro- 
graming to packaging, research to rating, 


film to FCC. 


44 CASE STUDIES of how local, 
national and regional advertisers use 
tv successfully. 


PLUS 
HUNDREDS of features, newsletters, 


charts, illustrations that arm your 
recipients with facts and ideas on how 
to use more tv . . . more effectively! 





Can you think of a better way than this to gain their 
everlasting good will . . . and their tv business? 

So why hesitate. Complete the form below and send it back 
today. We'll send each person listed a specially-designed 

gift card at the Holiday Season . . . but won’t send you a bill 
until after January Ist, 1955. 





To make your gift even 
more OUTSTANDING ... 


include a colorful TELEVISION AGE 
binder. Holding a full year’s issues, this 
sturdy Red binder will have your recipi- 
ent’s name imprinted in gold on front 
cover. Cost: just $2 when ordered with 
gift subscription. 








Television Age 


444 Madison Ave. 
New York 22, N. Y. 


SPECIAL HOLIDAY RATES 
FIRST ONE YEAR GIFT $5 
EACH ADDITIONAL GIFT $3 


Free gift card sent to each recipient 

















Send Bill for .... Subscriptions 


after Christmas To: 
ee rere 
a ee 
nae: 3°55". agies 
City . Zone .. State 


Include my own subscription 


(Please list additional gifts on 


Separate sheet and attach.) 
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In the 


INN 
* Dakota 


area 


KXJB-TV 


CARRIES 
ALL THE 
BIG 
ONES 


Seat the Clock 
Bishop Sheen 

Doug Edwards 
Edward R. Murrow 
Ford Theatre 

Four Star Playhouse 
Godfrey and His Friends 
Halls of Ivy 

Herb Shriner 

I Love Lucy 

Jack Benny 


iG: Playhouse of Stars 
: cS 





Private Secretary 
Ss - Rocky King 
Studio One 
Topper & Line-up 





...and as of October 18th, 
ten top daily network 
strips for P&G, General 
Mills, General Foods, 
ADA, American Home 
Products and Soilax. 


Live Interconnected 


‘. KXJB-TV 


CBS Primary—DUMONT 


Channel # 


VALLEY CITY 


NO. DAK. BDCST. CO. INC. 
National Sales Office 
4000 Front St., Fargo, N.D. 
KS!B—600 KC, Jamestown 

KCJB—910 KC, Minot 
KC'B-TV—Ch. 13. Minot 
REPS: WEED TELEVISION 
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Film Cost (Continued from page 33) 


grains of selected material to be du- 
plicated in the optical printer, develop- 
ing a finished dupe negative and mak- 
ing the composite answer print (sound 
and picture) will come to $150. 

12. Cutting the original work print 
of 1,000 feet, matching the sound 
track and work picture, recutting the 
work print for changes and cutting 
and cueing fine-grain master positives 
for the optical printer is done by the 
editor at a cost of $200. 

These twelve items of basic expense 
represent the cash outlay by the pro- 
ducer. The total: $2,325. 

In addition to these costs, there are 
important dollar considerations for 
the producer’s overhead, his profit and 
the agency commission which can 
amount to a substantial figure. Before 
exploring this part of the overall bill 
it must be made clear that the hypo- 
thetical cost breakdown above is ac- 
tually a composite based on cost ex- 
periences of several well-known film 
producers. The job can be done for 
less—or for more. Give seven pro- 
ducers the same story of Mrs. Home- 
maker discovering a hand lotion and 
there will almost certainly be seven 
different estimates of cost. 

Shamus Culhane, president of Sha- 
mus Culhane Productions Inc., says: 
“I bid for a job several years ago 
where the spread on price in the esti- 
mates given by producers was, believe 
it or not, from $600 to $17,000.” 

Mickey Schwarz, head of ATV Film 
Productions, Inc., throws the bounc- 
ing price-ball back into the buyers 
court when he points out: “It’s like 
buying a car. It’s all a matter of what 
kind you want. A Ford or a Cadillac.” 

“Each producer has his price. The 
industry is old enough to categorize 
producers,” Ben Berenberg, executive 
producer of Screen Gems, Inc., points 
out. “There are the quality producers 
and those whose specialty is speed in 
getting film turned out, and, of course, 
those who can cut price corners.” 

Joe Forest, creative director of 
Transfilm, Inc., alphabetizes a way of 
life for the buyer: “A, determine your 
standards. B, determine your budget 
limits. C, marry the two.” 


One way to do the above com- 


mercial less expensively would be to 
have only one actress “hard-sell” the 
product with her own voice-over nar- 
ration. She could work with the jar 
of lotion on a dressing table with a 
stock flat or drape background which 
the producer might have in the studio. 
An absolute minimum of two dissolves 
could be used and all the shooting 
could be done in one day. The pro- 
ducer’s cash outlay costs would then be 
reduced to around $900. 

Or, retaining the Mrs, Homemaker 
and Mrs. Neighbor before-and-after 
treatment, all the shooting could be 
done in a day. In addition, the pro- 
ducer might use a model at the extras’ 
minimum price of $25 instead of $50 
and a makeup man for the $37.50 
union minimum. Cuts in sets and 
props help slice the price. Savings 
could be as high as $1,000 in cash 
outlay costs. 


Cheaper in Series 


One of the best money savers, with- 
out sacrificing quality, is to have com- 
mercials produced in series. Pro- 
ducer’s studio and personnel costs are 
based on a full eight-hour day. Unless 
he can get another client to fill in any 
unused time in a day, he charges for 
a full day even when only a small 
part of it is used. 

A one-minute spot can easily be 
planned in format and story line so 
that spots—20 seconds, ID’s or other 
lengths—can be “lifted” from it. 

Going up the scale on the cash 
register the producer could go all out 
on sets and costumes. When Peter 
Elgar made the Pall Mall color com- 
mercial last year (TELEVISION AGE, 
April 1954) he used a 75-foot set at 
a cost of $1,500 and costumes which 
ran to $1,000. 

While the color question is un- 
doubtedly on the horizon there is still 
no clear industry viewpoint as to 
whether it is here or not. Some say it 
is, others refuse to grant it an audi- 
ence for at least two years. 

Color costs, of course, must be add- 
ed to those for black and white. Raw 
stock, laboratory and optical expenses 
are roughly four times as high. Sets 
and costumes can add an extra 10 to 
15 per cent, Usually additional shoot- 
ing time is required. Costs, undoubt- 
edly, will come down with the in- 
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creased use of color, but for the pres- 
ent, at least, shooting in color will 
mean a minimum increase in cost of 
25 per cent. 

Elaborate staging and complicated 
stage business runs up costs. But neo- 
phytes might well keep in mind a 
warning from Lee Blair of Television 
Graphics, Inc. He says, “Until you've 
produced a few films, you won’t real- 
ize the effectiveness of simplicity. 
Simplicity is not to be confused with 
cheapness. To be a professional you 
don’t have to be tricky.” 

Mr. Blair points out another cost- 
adder. “There are the technique-wise 
buyers who want everything in their 
commercial including the kitchen 
sink.” 

“Optical effects can go as high as 
$2,000 for a one-minute spot,” says 
Fletcher Smith of Fletcher Smith 
Studios, Inc. “For instance, having 
the jar travel to full screen by itself, 
called a traveling matte shot, would 
cost some $200.” 

Animated Costs 

If you really want to go all out, you 
can have your live action combined 
with some stop motion and animation. 
Since animation usually requires 
musical accompaniment, you can reach 
top costs by having a jingle with an 
on-camera vocal group and musicians. 
When on-camera musicians are used, 
an AFM fee of $100 for each spot is 
charged. This is in addition to the 
musicians’ salary. 

Animation costs are not only higher 
than live action, but also they vary 
more widely. They run from $35 to 
$100 a foot and higher. 

Ed Gershman, president of Academy 
Pictures, Inc., N. Y. explains why: 
“Animation costs are measured in 
‘brush miles.’ That is, the number of 
drawings required to make the film. 
Not only does the number of drawings 
vary tremendously, but also there is 
variance in what goes into each draw- 
ing. This is determined by style and 
treatment. You can’t judge a kind of 
commercial you'll have and its cost 
merely by saying, ‘We'll have a cat do 
this commercial’, Each animation 
house and each artist has a different 
conception of a cat and how it acts.” 

In making the sample hand lotion 
commercial the producer followed the 
original conception and format. This, 

(Continued on page 58) 
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KSL-TV’s merchandising service puts 
more cash in any advertiser’s pocket. 
Every effort is made to let everyone \ 
know what’s doing advertising- 
wise, and our Personalized 
Service insures full cooperation \ 
Oo between local distributors \ 
and retailers. | 
fe aD 
P73 
A 
/ / What’s more, letters in the 
/ KSL-TV files prove that our | 
merchandising activity forces 
distribution in the Intermountain 
area. For more information, 
call CBS Television 


Spot Sales, or 


KSL-TV 


SALT LAKE CITY 
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Serving 39 Counties in Four Western States 
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EASTERN OKLAHOMA’S 
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The KTVX 
AREA MARKET 


Counties Covered 
Total Population ____1,038,994 
Total Families ____________.313,491 
TV Families 158,347 
Spendable Income _.$1,298,141,000 
Total Retail Sales... $916,065,000 
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TULSA BROADCASTING CO.:° AFFILIATED 


Box 1739, Tulsa, Oklahoma WITH | 


Operators of KATV, Channel 7 


KTUL — CBS Radio, Tulsa Little Rock — Pine Bluff, Ark. 


KFPW — CBS Radio, Ft. Smith, Ark. in the 
L. A. BLUST, JR. MILLIONAIRE STATE 


Vice President, Gen. Mgr. 
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KWTV, Channel 9 
Oklahoma City 


BEN HOLMES Studios — 720 Eastside Blvd. KOMA — CBS Radio 


Notional Sales Mgr. Muskogee, Oklahoma Oklahoma City 
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ANA (Cont'd from page 31) 


ager of the National Carbon Co. 

He was a working partner with 
ANA well before he joined its staff. 
Paul West had chaired three important 
committees (including that for radio) 
and had been elected to the board. To- 
day, with single hand and purpose, 
he is responsible for the staff, respon- 
sible to the members and responsive to 
ANA critics. While these sometimes 
divergent forces might make the com- 
mon administrator quake, Mr. West 
holds his status with a dignity that is 
uncommon. 

Administrative Staff 

If there is anything like a formula 
for successful administration of a na- 
tional association, it might be said 
that Mr. West’s is to supplement his 
own personal skill with a capable staff. 

Veteran among them is vice presi- 
dent Norton who, as advertising, pro- 
motion and public relations head, has 
played a lead role in lining up this 
month’s convention. Advertisers have 
many “tough problems” to face this 
year. Mr. Norton comments, with ad- 
vertising called on “to do a bigger, 
better and broader job.” To help mem- 
bers get the message across, the ANA 
is trying a new idea: Each company can 
invite a representative of its agency (or 
agencies) to all sessions. 

A major interest, of course, is to get 
greater value from the advertising dol- 
lar, and many convention topics are 
whetted toward that point (see agenda. 
page 48). Mr. Norton, whose firm ex- 
pression is belied by darting wit, ob- 
serves wryly, “The minute we don’t 
deliver a good program, we hear about 
it—from our members.” Nevertheless. 
like other ANA officers, Mr. Norton 
knows the businessman’s heart, for he 
served 26 years with the Strathmore 
Paper Co. of West Springfield, Mass. 
before joining the ANA in 1946. 

The other vice president is Mr. Mc- 
Elroy, in charge of media and re- 
search, an intellectual who is remark- 
ably unacademic. After Harvard Col- 
lege (Class of °23), he spent three 
years with Union Central Life Insur- 
ance in Cincinnati where, he reports, 
“I grew up.” Then he returned to Har- 
vard Business School to pick up both 
an M.A. and Ph. D. Subsequently, he 
taught at the University of Michigan 
(1932-33), did sales research with 


Standard Oil of Indiana (1933-37), 
was cost accountant for the Millers Na- 
tional Federation (1937-39). For the 
next five years, he was in government 
service with the Department of Com- 
merce, ending as director of the in- 
dustry division of the program bureau, 
War Production Board. In 1944, Mr. 
McElroy joined Cluett, Peabody, where 
he stayed until he became affiliated 
with the ANA in 1950. 

Under friendly “Duke” McElroy, 
ANA’s research committees have en- 
listed closer cooperation—and_inter- 
est—of the various media. The asso- 
ciation has been able to make studies 
of local newspaper rates, magazine cir- 
culation and rates, outdoor circulation 
values, radio listening and the like. 

In all these studies, the ANA has 
taken great care to assure participants 
they are “not sticking their heads in 
the lion’s mouth.” When the projects 
are completed, Mr. McElroy says, 
“Others value the results at least as 
much as we do,” for the experience 
usually “gives our guys a greater ap- 
preciation of the problems they create 
for themselves.” His hope for the ulti- 
mate is a media counterpart for each 
of the ANA media committees—in- 
cluding radio-television. 

Other staff officers are Peter W. All- 
port, secretary, who is in on all impor- 
tant meetings and acts as general 
aide-de-camp to the president, and 
Gilbert H. Weil, general counsel, who, 
besides the usual legalities, has suc- 
ceeded the late I. W. Digges in rep- 
resenting the association at govern- 
ment hearings. Although the ANA is 
not a lobby, it is often called—or vol- 
unteers—to testify before the major 
federal committees. 

Collective Bargaining 

The top echelon is completed by Jo- 
seph M. Allen, director of radio and 
television. As such, he serves as an 
observer at all union negotiations 
involving broadcasters, has seen 
through some 43 collective bargaining 
agreements in the past year. The ANA 
which cannot negotiate itself is inter- 
ested, of course, because union con- 
tracts can give “serious increase to ad- 
vertisers costs.” Mr. Allen reports 
milestone actions to the subcommittee 
on labor relations which, in turn, noti- 
fies member companies and, when 
possible, suggests appropriate action. 


(Continued on page 48) 











_now ordered for 


157 HOURS 


PER MONTH 


Network Commercials 


in the 


$ BILLION $ 

SHREVEPORT 

-TEXARKANA 
MARKET 


KCMC-TV 
100,000 WATTS 


FULL POWER 


oa Chauuel 6 


CBS-Interconnected 
ABC and DUMONT 


For the full facts contact 
Venard, Rintoul & McConnell, Inc. 


What's Cooking in 
Sioux City Sue-land? 


During a six-week period (six 
shows) the Crescent Electric Co. 
of Iowa, sponsors of “The Life of 


Riley” on KV7V, sold 13 carloads 
of one model of the GE electric 
ranges they distribute. They tell 
us they have received more active 
dealer support through our me 
dium than any other ever used. 
KVTV’s impact in the alleged 
fringe area was so great that, after 
the series started, dealers more 
than 100 miles distant from Sioux 
City came into the program. 


There’s no doubt about what’s 
cooking in Sioux City Sue-land. 
The answer: GE electric ranges 


and KVTV. 


National Reps 
THE KATZ AGENCY 


KVTV 
Channel 9 
Sioux City 


CBS 
ABC 
DuMont 
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America’s funniest comedy 39 half-hour films, featuring America’s Over 200 films in this high- 
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exciting films made expressly 15 minute dramas, officer in 26. hard-hitting films of 

for TV ... realistic, action- each with a surprise drama and mystery. A top 
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member of the family will enjoy. Available first run 
in over 100 markets. 
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no one...anywhere... 
can match MCA-TV’s 
2 top-rated 

film shows! 
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a show for any product... any market... any budget! 


Here they are! 12 top-rated shows Poe iii aaa i i 
) ROD CAMERON 


~ on film — proven audience getters! Made 
/ : » CITY 
especially for TV, they run the gamut from 4 | 
DETECTIVE 


comedy to mystery, adventure and melodrama — 
= All prestige-builders for your product! 


These shows are available now, in many 





leading TV markets. Contact the MCA-TV 


dy . 65 half-hour mystery and adventure films, 


our Office nearest you today! starring Rod Cameron. In its third year 
of successful selling for sponsors. 
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13 half-hour films Top-quality has become NEW YORK DETROIT 
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each Monday during Hollywood stars. CLEVELAND SALT LAKE CITY 
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Monday morning, Nov. 8 


The Functions of Advertising in 
Today’s Competitive Economy 


Partner in Modern Management 


ties in Advertising Management 


Reports on the four subcommittees 
of advertising management 


The Organization of the 
Advertising Function 


Monday afternoon 
Annual election of officers 


Three simultaneous forms on: 
Consumer non-durable goods 


Chairman: Ralston Coffin, dir. of 
adv., RCA mfg. & Svs. div. 


Consumer durable goods 


Chairman: Don Cady, v.p., adv. & 
mrehdg., The Nestle Co. 


Industrial, technical products 


Chairman: Ralph Winslow, v.p.. 
p.r., Koppers Co. 


Films (Special Review) 


Tuesday morning, Nov. 9 


Advertiser's Court of Media 
Relations 


Representing media: 


Robert Kintner, pres., ABC 

J. L. Van Volkenburg, pres., 
CBS Television 

Adrian Murphy, pres., 

CBS Radio 

Sylvester Weaver, pres., NBC 
Frank Braucher, pres.. MAB 
Donald M. Bernard, pres., NAEA 
Melvin B. Kendrick, v.p., OAI 
William K. Beard, pres., ABP 


Representing advertisers: 


Walter Craig, v.p., dir. of adv., 
Pharmaceuticals, Inc. 

Stanley H. Pulver, med. mgr., 
am-tv, Lever Bros. 

George Oliva, adv. dir., 





William G. Power, adv. mgr., Chevrolet 


The Function of Advertising as a 


Roy W. Johnson, exec., v.p., Gen’] Electric 


Your Functions and Responsibili- 


Two case histories of member companies 


The Dollars and Sense of Business 


ANA Agenda 


National Biscuit Co. 
George Abrams, adv. mgr., 
Block Drug Co. 

A. C. Burke, Coca-Cola Co. 
Ralph Winslow, v.p., p.r., 
Koppers Co. 


Tuesday afternoon 


Motivation Research 
Pierre Martineau, res. dir., 
Chicago Tribune 

New uses of direct mail 
Edward N. Mayer Jr., pres., 


James Gray, Inc. 


Applying mail order selling to 
advertising copy 


Maxwell B. Sackheim, chm.. 
Maxwell Sackheim & Co. 


; Building sales meetings 


Lawrence Laupheimer, natl. mrchdg. 
mgr., Schenley-Distribs. 


Tuesday evening 


Reception and cocktails by 
the ANA board of directors 


Annual dinner 


Entertainment 


Wednesday morning, Nov. 10 


An insight into What's Ahead 
for Business and Advertising 


McGraw-Hill-Business Week panel 


Elliott Bell, editor & publ., 

Business Week, moderator 

Dexter M. Keezer, dir., economic staff 
Merlyn S. Pitzele, labor ed. 

Carl Rieser, mrkg. ed. 

George Bryant, mgr., Wash. bur. 


Turmoil in the Market Place 


Sid Bernstein, ed., Adv. Age 

Charles E. Grandey, dir., bur. 

of consultation, FTC 

Edward F. Howrey, chm., FTC (film) 


Advertising’s New Dimensions 


Stuart Peabody, asst. v.p., 
The Borden Co., chm. The 
Advertising Council 

James M. Lambie, spec. asst., 
The White House 

Andrew Heiskell, publ., Life 


Concluding luncheon 


Roger M. Kyes, v.p., General 
Motors, former deputy secy. of defense 
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ANA (Continued from page 45) 


Another recent accomplishment, 
which took a surprisingly short time, 
was the elimination of “gratuity” pay- 
ments to tv-am technical personnel. In 
projects such as these, the ANA has 
“close liaison” with networks directly 
as well as through the NARTB. 

Before he joined the ANA two 
years ago, Mr. Allen served for 35 
years as Bristol-Myers’ vice president 
in charge of advertising and as vice 
president in charge of public relations. 
In those positions, his personal experi- 
ence with broadcasting dates back to 
the first network radio show, The Ipana 
Troubadours, whom B-M sponsored, 
and continues through such programs 
as Eddie Cantor, Duffy’s Tavern, Mr. 
District Attorney and Break the Bank. 
Mr. Allen, who is a native New York- 
er, also lays claim to having backed 
the first network film show for tele- 
vision, a travelogue telecast some sev- 
en years ago. And his sons have fol- 
lowed his interests: Craig Allen is an 
NBC television director, while Bruce 
is a member of the Kudner Agency’s 
television department. 


Courting Television 


Since “almost every advertiser uses 
television in some way,” as Mr. Allen 


‘observes, the subject will be an im- 


portant one at this month’s ANA con- 
vention. Perhaps the most notable tv 
session will be the “Court of Media 
Relations” where advertisers will pre- 
sent their most urgent problems— 
topics like program control, cost-per- 
thousand, sponsor identification and 
color—to television and other media 
leaders. With Chevrolet’s Bill Power, 
program committee chairman, Joe Al- 
len has made sure that television’s an- 
swers will be supplied from blue-rib- 
bon executives like NBC’s Pat Weaver. 
CBS Television’s Jack Van Volken- 
burg and ABC’s Bob Kintner. 

Clearly, the ANA is giving the day- 
to-day problems of industry the atten- 
tion they deserve. But as it calls its 
studies “projects,” so does it “project” 
into the future to consider the long- 
range haul. “A concept we’ve had too 
much of,” Paul West summarizes, “is 
the concept of breaking advertising 
into parts. The whole is much more im- 
portant.” That statement not only ex- 
plains the point and purpose of the 
ANA, itself; it also hints at tomorrow. 

















mi’ Only KTNT-1V 


COVERS ALL FIVE IN 
ITS “A” CONTOUR 


SEATTLE: Seattle is now the 17th city 


in the United States and is the largest city 







in Washington. It is located 7 miles across BEsr 
Puget Sound to the east and north of . O, 
KTNT-TV's new 316,000 watt transmit- 


ter site. Seattle residents constitute ap- - 
proximately one third of KTNT-TV's market (F 
population. EVERETT C. 
TACOMA: Home city of license of a” 
KTNT-TV, Tacoma is located 12 miles south oe af* 
and east of KTNT-TV’s new transmitter. It ¥ fe) 
is the dominant industrial area of Pierce " 

County which is the second most populous 
county in the state. 


BREMERTON: Bremerton, famous no- 
val base of the Pacific Northwest, lies west 
of Seattle across Puget Sound. It is located 
in Kitsap County, the same county in which 
the new KTNT-TV transmitter site is located. 


OLYMPIA: Capital of the state, this 
famous early Washington settlement lies 
at the southern end of Puget Sound. Its 
beautiful government buildings are a tour- 
ist attraction for the thousands who visit the 
Puget Sound country each year. 


EVERETT: The northernmost city of 
‘‘Middle Puget Sound"’, Everett is one of 
the centers of pulp and paper production 
in the Pacific Northwest. It has steady in- 


dustrial payrolls for its people. 


CHANNEL 11 © NOW 316,000 WATTS 
Antenna Height 1000 Ft. Above Sea Level 


macemecmsornmneesseente ne eee teeta 


SEATTLE 








ar Contour Population Over 1,200, 000 


_ CONTACT WEED TELEVISION 


November 1954, Television Age 49 








Represented Nationally 
by Free & Peters, Inc. 
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THE PERFECT SETTING 
FOR NATIONWIDE 
TELEVISION SHOWS 


The ready made backgrounds of America's Riviera 
are yours. 

Let them add zest to your show, just as they have 
already done for PABST FIGHTS, TOAST OF THE 
TOWN, ORANGE BOWL FESTIVITIES, WIDENER 
HANDICAP, FLORIDA DERBY, WALTER WINCHELL, 
ARTHUR GODFREY, DON McNEIL, BAYUK FIGHTS 
AND MEL ALLEN ...and most of these were origi- 
ginated by WTVJ. 

For further information write WTVJ today...The South's 
most fully equipped TV Station. 


WTV) 


CHANNEL 4 
MIAMI, 


Florida’s First Television Station. Florida’s First and only 
1,000 ft. Tower. Florida’s First with network originations. 
...and Florida's First with COLOR. 






















Movies (Continued from page 37) 


tract the attention of the suburban- 
living advertising fraternity. And, hav- 
ing involved NBC in its campaign, 
wor-TV played no favorites: One of the 
top-hatted team was detached for a 
while to cover 485 Madison Avenue, 
home office of CBS, Inc. He managed 
to press one of the banknotes into the 
hand of a top CBS executive who told 
him gravely, “Son, I know all about 
this.” All told, wor-tTv spent $50,000 
during the first month. 


Claim Vast Audience 


The result of the pressagentry was 
spectacular: During the first week, the 
program picked up a Telepulse rating 
of 70.7. (This meant that more than 6 
million people in 3,110,800 homes saw 
Magic Town, the largest single-market 
tv audience, says WOR-TV modestly, in 
the history of the medium. The 
Rodgers-Hammerstein special show 
presented by General Foods on March 
28, using six channels in New York 
simultaneously, drew a Trendex rating 
of 63.4, or 2.6 million homes.) 

The opening night rating was 8.2. 
wor-Tv tied for first place from 7:30 to 
8 p.m. with a special Rosh Hashanah 
program on WABC-TV, it reported, and 
topped Camel News, Doug Edwards 
and the News, Vaughn Monroe and Jo 
Stafford. And it ranked third from 8 
to 9 p.m., topping The Goldbergs and 
Twenty Questions. 

During the second week—four days 
of Body and Soul, three days of 
Miracle of the Bells—the rating jump- 


ed to 84.2, bringing cost-per-thousand 
for the major sponsors down to a 
$1.13; for Grand Plan advertisers the 
cost is 73 cents per thousand homes. 
Advertising-wise, Million Dollar 
Movie has been equally successful. 
After a slow start (wor-Tv had tried 
for three months to sell the films at 
14-showings-per-week with no suc- 
cess), it sold out. The station divided 
the advertising time into eighths, of- 
fered it at $125,000 for the 30-week 
period to eight non-competitive spon- 
sors. Each one gets one one-minute 
commercial plus two billboards dur- 
ing each showing. The breaks are ar- 
ranged so each film is interrupted on- 
ly three times, at 26-minute intervals. 
A fourth break allows for a “coming 
attraction” of next week’s picture. 
Commercial positions are rotated and 
each advertiser gets a billboard at the 
beginning and end of the picture. 


Spots Fore and Aft 


For less affluent customers, the sta- 
tion evolved its Grand Plan—eight 
20-second spots per week at $1,000, 
the spots to run one per night plus 
one matinee, The spots are immedi- 
ately before or after each showing and 
the 16 showings per week allow for 
eight Grand Plan advertisers. So far, 
there are six: Shulton, Inc. for Old 
Spice, Best Foods, Inc. for Presto 
Cake Flour, Life magazine, Bank of 
The Manhattan Co. and the New York 
and New Jersey State Republican 
Committees. 


The Million Dollar Movie sponsors, 


(Continued on next page) 





General Teleradio: 


The following stations have bought the 30-feature-film package from 





KOAT-TV Albuquerque 
KGNC-Tv Amarillo 
wol-tv Ames 
wrtv Asbury Park 
wsB-Tv Atlanta 
KERO-TV Bakersfield 
wMaAr-TV Baltimore 
WNAC-TV Boston 
wMt-tv Cedar Rapids 
wcHs-tv Charleston, 
W. Va. 
wen-tv Chicago 
WNBK Cleveland 
wtvn Columbus, O. 
KBTV Denver 
CKLW-Tv Detroit 
(Windsor, Ont.) 
KTSM-TV El Paso 
WFIE-TV Evansville 





KJEO Fresno 
weTH-Ttv Hartford 
KGMB-Tv Honolulu 
KPRC-TV Houston 
WFBM-TV Indianapolis 
wisBt Jackson, Miss. 
KCMO-TV Kansas City 
WTSK-TV Knoxville 
KHJ-tv Los Angeles 
WHAS-TV Louisville 
KcBD-TV Lubbock 


WMBv-Tv Marinette, Wis. 


WHBQ-TvV Memphis 

wtMJ-tv Milwaukee 

wcco-tv Minneapolis- 
St. Paul 

KNOE-TV Monroe, La. 

wsM-Tv Nashville 

wor-tv New York 


wow-Ttv Omaha 
wcau-tv Philadelphia 
KVAR Phoenix 
wotv Pittsburgh, Pa. 
WHuUM-Tv Reading 
KWK-TV St. Louis 
KTvT Salt Lake City 
KFMB-TV San Diego 
KRON-TV San Francisco 
KEY-T Santa Barbara 
KOMO-TV Seattle-Tacoma 
KHQ-TV Spokane 
wics Springfield, Il. 
WHEN Syracuse 
KVOA-TV Tucson 
wsau Wausau, Wis. 
KWFT-tv Wichita Falls, 
Tex. 


KIvA-Tv Yuma 








(With apologies to Willie Mays) 


say hey! sell in 


the day over 


WMCT, Memphis 


Sell in the day on WMCT on shows 
that have established local personali- 
ties, in participating programs com- 
bining live personal selling with 
established film and local entertain- 
ment vehicles. 










Participating spots on 


CAPTAIN VIDEO 


available at only 


$1.32 


cost per thousand 
families* 
Based on August, 1954, Pulse 





CAPTAIN VIDEO is heard Mon- 


day through Friday over WMCT 
5-5:15 P.M., with Trent Wood. 
Card rate applies 
charge for live announcements 


no premium 


What makes the DAY so BRIGHT over WMCT’ 





e Preferred low band Channel 5 


¢ Maximum power (100,000 watts 
transmitting from our 1088 foot 
tower) 


e Audience established since 1948 


e The first station in the heart of 
the Mid-South agricultural and 
industrial empire serving the 
largest area with the clearest 
picture in the Mid-South from 
Memphis 


day time’s the smart buy over... 


WMCT 


Memphis - Channel 5 
WMC—W MCF—WMCT 
MEMPHIS’ first TV station 


NOW 100,000 WATTS 


Affiliated with NBC 
Also affiliated with ABC and DUMONT 
Owned and operated by 
THE COMMERCIAL APPEAL 


National Representatives The Branham Co. 


November 1954, Television Age 51 











Million Dollar 


Movies: 


Magic Town, James Stewart and 
Jane Wyman 

Double Life, Ronald Colman and 
Shelley Winters 

Body and Soul, John Garfield and 
Lilli Palmer 

Miracle of the Bells, Frank Sinatra, 
Valli and Fred MacMurray 

One Touch of Venus, Ava Gardner 
and Dick Haymes 

Private Affairs of Bel Ami, George 
Sanders and Angela Lansbury 
Arch of Triumph, Charles Boyer 
and Ingrid Bergman 

Lost Moment, Robert Cummings 
and Susan Hayward 

The Senator Was Indiscreet, Wil- 
liam Powell and Ella Raines 
Letter from an Unknown, Joan 
Fontaine and Louis Jourdan 
Magnificent Doll, Ginger Rogers 
and David Niven 

Mr. Peabody and the Mermaid, 
William Powell and Ann Blyth 
Countess of Monte Cristo, Sonja 
Henie 

Caught, James Mason and Barbara 
Bel Geddes 

Ramrod, Veronica Lake and Joel 
McCrea 

Ruthless, Zachary Scott and Louis 
Hayward 

Dark Mirror, Olivia De Havilland 
and Lew Ayres 

Macbeth, Orson Welles 

Lulu Belle, Dorothy Lamour 

Let's Live a Little, Hedy Lamarr 
and Robert Cummings 

Force of Evil, John Garfield 

Four Faces West, Joel McCrea and 
Frances Dee 
Fabulous Dorseys, 
Jimmy Dorsey 

So This Is New York, Henry Mor- 
gan and Rudy Vallee 
Secret Beyond the 
Bennett 

No Minor Vices, Dana Andrews 
and Lilli Palmer 

The Scar, Joan Bennett and Paul 
Henreid 

Northwest Stampede, Joan Leslie 
and James Craig 

The Other Love, Barbara Stanwyck 
and David Niven 

Casbah, Yvonne De Carlo and Tony 
Martin 


Tommy and 


Door, Joan 
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Movies (Continued from page 51) 


who pay $4,175 per week, are: Liggett 
& Myers Tobacco Co., Piel Bros., Rival 
Packing Co. (dog food), Pellex Corp., 
Vick Chemical Co., Sterling Drug Co., 
New York Telephone Co. and Duffy- 
Mott Co. 

With only four regulars needed to 
break even, WOR-TV is well ahead of 
the game. In addition, its higher stand- 
ing in the area and the improved rat- 
ings its other programs are getting as 
a result of the Million Dollar Movie 
are bringing in more “Blue Chip” ad- 
vertisers to the Mutual stable. 

wor-Tv scheduled the films care- 
fully: Magic Town, the opener, was 
chosen for that date because co-star 
James Stewart was starring in Rear 
Window, then on Broadway, and co- 
star Jane Wyman had recently re- 
ceived rave notices for her work in 
Magnificent Obsession. Body and Soul, 
the story of a pugilist, was booked for 
Oct. 5-11 because there were no major 
fights on tv that week. Miracle of the 
Bells was timed to coincide with Sud- 
denly!, also starring Frank Sinatra; 
and One Touch of Venus, with Ava 
Gardner, was put on the screen at the 
time the neighborhood theatres in and 
around New York would be showing 
The Barefoot Contessa. The Senator 
Was Indiscreet would follow the 
elections. 


Others Enthusiastic 


And, as for General Teleradio, pro- 
prietor of the films, it has sold the 
package to some 50-odd stations (see 
box). Though none of them has done 
the promotional job wor-Tv has and 
none are scheduling the films as often, 
most are equally enthusiastic about the 
results. 

WHBQ-TV Memphis, for instance, 
started its series with One Touch of 
Venus on Sunday, Sept. 19. It runs 
one show per week and has sold it to 
three sponsors on a participating basis 
—Hester Battery Manufacturing Corp., 
Kelvinator Division of Nash-Kelvina- 
tor Corp. for its washers and Westing- 
house Electric Corp. for its tv sets. 
Says Gorden A. Lawhead of wHBqQ-TV: 
“Afternoon ratings are not available 
but the sponsors are happy.” 

KHJ-TV Los Angeles opened the pro- 
gram, which it calls Channel 9 Movie 
Theatre, on Tuesday, Sept. 21 with 
Miracle of the Bells. The schedule calls 


for five showings each week, Tuesday 
through Saturday, and the ARB rating 
for the first week was 62.2 with an 
average of 2.5 viewers per set. Says 
KHJ-TV: “This is one of the highest 
ratings recorded in Los Angeles and 
represents an unduplicated audience 
of just under three million people.” 


26-W eek Drive 


The station is promoting the series 
through large newspaper ads and three 
spectacular, painted outdoor bulletins 
which are rotated throughout the area. 
KHJ-TV changes the painted bulletins 
each week to coincide with the picture 
change. The cost of the drive, over a 
26-week period, will be more than 
$100,000. 

The Los Angeles exhibitor has lined 
up six participating sponsors so far— 
Liggett & Myers, Sterling Drug, Purex 
Corp., Oscar Mayer & Co., Sunnyvale 
Packing Co. and Bardahl Oil Co. 

In the Detroit area, Windsor, On- 
tario’s CKLW-TV put on the first feature 
immediately following the station’s 
dedication telecast on Thursday, Sept. 
16, with showings on Thursdays and 
Sundays from 9 to 11 p.m. and Mon- 
days from 7:30 to 9:30 p.m. The first 
was Body and Soul and ARB measured 
the station at 11.3 or third place at 9 


‘p.m., 17.5 or first at 10 p.m. The Rose 


Jewelry Co., an old hand at sponsoring 
movies, has bought the package. 

w6Nn-Tv Chicago started with Body 
and Soul, too, showing it on Sunday, 
Oct. 3. Magic Town was aired the fol- 
lowing Sunday and The Senator Was 
Indiscreet on Oct. 31. It has been sell- 
ing the films on a single-sponsorship 
basis and giving it “the usual treat- 
ment” promotion-wise. 

Chances are, when all the tallies 
are in, WOR-TV will still have chalked 
up the largest promotional campaign. 
From Thomas F. O’Neil, board chair- 
man and president of General Telera- 
dio, who swung the original deal, 
through Gordon Gray, General Telera- 
dio vice president in charge of wor 
and wor-Tv, and Robert M. Hoffman 
who masterminded the plans and de- 
velopment of the drive to Robert J. 
Sullivan, advertising and promotion 
manager, and Dick Jackson, manager 
of publicity, everyone connected with 
Channel 9 feels that wor-Tv _ has 
moved into the bigtime with the Mil- 
lion Dollar Movie. 























rT) LADIES 
FIRST” on 








They buy foods, drugs, cosmetics—and they love 
this gala participation program. It’s one full-hour of 
merriment and music, smartly headed by Bruce 
Mayer, Detroit’s most likeable ladies’ man and famed 
for his personal appearances at the Michigan State 
Fair, local fashion shows, and similar gatherings. 


In addition to straight-away advertising, think of the 
sampling, pre-testing, and other merchandising you 
can do with an enthusiastic studio audience which 
averages over 100 daily. 


If Detroit’s your problem, ‘‘Ladies First’’ is the 
right answer—2:00 to 3:00 P.M. Monday through 
Friday. 


In Detroit... You Sell More on Channel 


FIRST IN MICHIGAN @ Owned and Operated by THE DETROIT NEWS 
National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 











ONE-MINUTE 
PARTICIPA TION RATES 


be —_ PoP aide $133.00 each 
= — eee oe $126.00 each 
ieee" $122.50 each 
cee $119.00 each 
“a $112.00 each 
__ Seer aeee $105.00 each 


2D wwty 


NBC Television Network 
DETROIT 
Associate AM-FM Station WWJ 


TV s¢-/2 
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WKRC-TV programming 








CBS programming dominates 








the Cincinnati area day and night 
over WKRC-TV. 


Radio Cincinnati, Owners and Operators of 





WKRC-Radio, Cincinnati, Ohio 
WKRC-TYV, Cincinnati, Ohio 
WTVN-Television, Columbus, Ohio 
WTVN-Radio, Columbus, Ohio 





WKRC-TV channel 12 CINCINNATI, OHIO 


Ken Church 
National Sales Manager 


CBS TELEVISION NETWORK—REPRESENTED BY THE KATZ AGENCY 














October trying to find out whether 





Memo shows such as Hopalong Cassidy, Cap- 


Washington 








are ee 





FINANCIAL REPORE. The final FCC 
report on television finances for 1953 
—taken from the official reports made 
to that agency—are out at last and 
reveal some rather interesting facts. 

Since these are the first reports to 
include post-freeze stations there are 
many facets worthy of study beyond 
the anticipated growth of total reve- 
nues to $432.7 million, 33 per cent 
above 1952. There is, for instance, the 
fact that 97 pre-freeze stations in- 
creased their median income from 
$450,000 in 1952 to $654,000 in 1953 
in spite of the many additional sta- 
tions that were active during the year. 

Pre-freeze stations located in one- 
station communities in 1952 saw com- 
petition spring up in their own back- 
yards. Two of these pre-freeze opera- 
tions increased their revenues 50 per 
cent despite these new stations. Three 
increased revenues between 41 and 50 
per cent; six between 31 and 40 per 
cent; 4 between 21 and 30 per cent 
and three between 11 and 20 per cent. 
This seems to prove beyond question 
that in most cases, at least, the post- 
freeze competitors did not hurt bill- 
ings for the established outlets. 

Ninety-two pre-freeze stations (ex- 
cluding the 16 network o&o stations) 
reported total broadcast revenues of 
$174.5 million or an average of $1,- 
896,457 in 1953. 

By the end of 1953 a total of 240 
post-freeze outlets had commenced 
operations. The FCC reports on 226 
of these stations, of which the 114 vhf’s 
had total revenues of $16.1 million, 
expenses of $20.3 million and a loss 
of $4.2 million. The 112 uhf’s had 
revenues of $10.4 million, expenses of 
$16.7 million and a loss of $6.3 mil- 
lion. The average of these stations had 
been in operation only five months at 
the end of 1953. 

The networks, including their 16 
o&o stations, reported 1953 tv reve- 
nues of $231.7 million, expenses of 
$213.7 million and income of $18 mil- 
lion. The networks’ revenues from tv 
operations were two and_ one-half 
times the amount received from am 
operations, $92.6 million. Income 
from tv operations, $18 million, was al- 





most double the $9.4 million reported 
from am operations. 

Reports on _ individual television 
markets showed New York, with seven 
stations, sold $6,458 thousand to net- 
works, $20,934 thousand to national 
spot advertisers and $6,570 thousand 
to local sponsors. The income, before 
federal taxes, was $9,139 thousand. 
Los Angeles, also with 7 stations, sold 
$2,458 thousand to network adver- 
tisers, $8,330 thousand national spot 
and $9,407 thousand to local, coming 
up with a loss of $759 thousand. 

TELEVISION AGE in its study of local 
business (Backyard Bonanza, Septem- 
ber) found average established stations 
counted local business at 31 per cent 
of their total. The FCC in its official 
report made the percentage of local 
business for pre-freeze stations 30.9 a 
difference of only one-tenth of one per- 
centage point. 


IS TELEVISION DELINQUENT? The 
specter of censorship of television pro- 
grams loomed menacingly here last 
month, but the chances seem good that 
this threat, like others before it, will 
come to nothing. 

Certainly there will be no immediate 
impact on the tv industry from the 
Senate hearings that spotlighted the 
problem of “excessive” crime and vio- 
lence on tv shows for children. The 
Senate Subcommittee on Juvenile De- 
linquency, headed by Sen. Hendrick- 
son (R.-N. J.) spent two days late in 
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tain Video, Ramar of the Jungle and 
Dick Tracy could be held responsible 
for the steady rise in tendencies among 
children and teen-agers to commit 
murder and arson, take dope, steal 
cars and carry out all the other crimes 
in the lexicon of delinquency. 


The subcommittee, however, failed 
to find any significant agreement 
among the many witnesses who ap- 
peared before it, either on the defini- 
tion of the problem or on what to do 
about it if and when it is defined. 
There were many suggestions for ac- 
tion. But it seems safe to say that the 
subcommittee report on this phase of 
its activities will not make much dif- 
ference to the approach the tv indus- 
try is now taking to its own program- 
ming. 


Running through the hearings was 
the seductive idea that perhaps juvenile 
delinquency could be cured if only an 
advisor, an overseer, or even a full- 
dress censor were appointed to con- 
trol tv shows aimed at children. Dr. 
James Bennett, Director of the Federal 
Bureau of Prisons, suggested an “ad- 
visory group” on ty matters, to be ap- 
pointed by the President and to report 
to him from time to time but to have 
no police powers over tv networks or 
stations. Sen Hendrickson “wondered” 
several times whether some supervisor 
shouldn’t be given power to tell broad- 
casters what they should and should 
not show to children. The Senator ask- 
ed_ specifically whether the FCC 
shouldn’t undertake this task. 


(Continued on next page) 
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Op Ox doo 


to the Nation's 
Test Market! 


WLBC-TV 


Muncie . . . sometimes called Mid- 
dletown, U.S.A. . . . has been the 
nation’s recognized test market for 
years. Reach this rich Muncie area 
market via WLBC-TV. 


¥%& 70,000 UHF sets (May 1954) 
¥%& 65% tuned to Channel 49 
%& $225 Base Rate 

%& All 4 networks 

¥& Proven Test Market 


pi bC-IV 





MUNCIE, INDIANA 


Wash. Memo (Continued) 


JOB FOR THE INDUSTRY To these 
questions, the usual answers were 
| trotted out. Spokesmen for the net- 
‘works and the individual 
|steadfastly maintained that regulation 
|of programming must be the job of 
‘the industry itself, through the 
NARTB’s Code of Good Practice and, 
even more, through each individual 
broadcaster’s sense of responsibility to 
the public welfare and his own “good 
taste.” Ex-FCC Chairman Rosel Hyde 
gave substantial support to the indus- 
try view. The FCC, he said “cannot 
and should not” become a board of 





stations 


censors. Congress forbade it, he noted, 
and he added, “We think Congress 
was wise.” 


Fellows NARTB Spokesman 


Furthermore, the industry argued 
through Harold Fellows, president of 
the NARTB, its own efforts at sclf- 
regulation are being stepped up. He 
told the Hendrickson group that there 
is a steady increase in the number of 
stations that subscribe to the Code of 
Good Practice—231 now against only 
90 two years ago—and that many sta- 
tions who don’t subscribe 
less use the Code as a guide for their 
own activities. (Washington’s wTopP- 


neverthe- 


TV is one of these, its president, John 
Hayes, testified). Monitoring by the 
NARTB, heretofore a weak link in en- 
forcement of the Code, is being ex- 
panded, Mr. Fellows reported, with a 
national organization hired to do’ the 
work. 


CONFUSION. The hearings provided 
one perfect example of the confusion 
that exists about program content and 
its effect on young minds. A voluntary 
witness before the subcommittee was 
‘Al Hodge, Captain 
| Video over Du Mont stations, and who 
|gave a ringing defense of the way his 
| program treats violence while keeping 
| it within the bounds of good taste. The 
word “kill” is never used, 


who portrays 


ray guns 
only “stun” the victim, villains are 
sent to “rehabilitation centers,” and 
so forth. It is a “high, moral” affair, 
he told the group, with which “I am 
itickled to death to be associated.” 
Children and parents alike praise the 
| program, he said. 


The next morning, however, it ap- 
peared that, on the list of programs 


rated by the National Association for 
the Betterment of Radio and Television, 
Captain Video ranked in the lowest 
group, tagged as “most objectionable.” 
The show contains “crime themes of 
the most frightening varieties,” said 


NAFBRAT. 


Even the time-honored 
turns out to be meat to one man and 
poison to another. The Subcommittee 
opened its proceedings with a film, 
running nearly an hour, of clips from 
other films shown over Washington 


western 


stations during a recent week. Most of 
them were taken from westerns and 
they showed barroom brawls, men be- 
ing slugged with bottles or beaned 
with rifle-butts, people being tossed 
over cliffs, shootings, hangings, hands 
being stamped on by cowboy boots 
and a whole parade of violent acts. 


THERE’S A DISTINCTION Vice 
president Merle Jones of CBS Tele- 
vision, drew a distinction between west- 
and other 
crime shows. His point was that the 
western had become so stereotyped that 
the violence in it was perfectly stand- 
ard. It was therefore less offensive, he 
argued, because its nature was so well 
known. Every western from time im- 
memorial, he said, has had gun fights, 
the chase and a final fist-fight in 
which the hero subdues the badman. 
Mr. Hayes also defended the western, 
particularly in connection with the 
WTOP-TV show known as Pick Temple. 
The show always has a western as 
part of it, he said, but the program it- 
self “is a definite force for good in the 
community.” 


erns mystery-drama or 


At the end of the hearings many 
pages of testimony had been taken, 
but not much light had been shed on 
the Subcommittee’s real concern which 
is the causes of crime among chil- 
dren. There was no questioning the 
sincerity of any of the participants or 
of their views. But it was quite clear 
that nothing had been demonstrated 
about tv shows and juvenile delin- 
quency except that it is a field that will 
be subjected to much more investiga- 
tion. 
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first station that's still first 
in power and coverage 


Maximum power to reach 17 rich counties, 
effective coverage of fringe areas, top 
NBC programming, and people who 
know how to sell are what you buy 

when WHAM-TV sells your product 

or service. 


Reach more homes, more people, 
more effectively with Rochester’s 


FIRST Station, WHAM-TV. 


To stay FIRST, WHAM-TV’s 

new six-bay antenna beams the 
maximum authorized VHF power to 
folks living in this billion 

dollar market. 





WHAM-TV 


CHANNEL 
ROCHESTER, N.Y.’S MOST POWERFUL STATION 
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Wall Street Report 


NEW HIGHS. The nation’s television 
securities continued to climb in the 


past month, Barron’s tv industry stock 
average climbed to a new high of 39.04 
in mid-October, and the way some ty 
manufacturers were talking there is 
every reason to expect new peaks in 
the final weeks of the year. 

Both Admiral and Motorola, for ex- 
ample, reported their September sales 
were showing sizable gains. Admiral’s 
were up 20 per cent over the 1953 vol- 
ume. Motorola, with the best Septem- 
ber in history under its belt, reported 
its volume of set sales up 50 per cent. 
The increase in volume for Motorola 
does not mean any jump in dollar 
sales, mainly because prices are well 
below last year, but it does mean an 
improved profit showing over that 
earlier in the year. In the first half of 
this year Motorola’s earnings totaled 
only $1.48 per share, lagging 92 cents 
per share behind the 1953 rate. The 
September surge, predicting a sharp 
climb in profits, promises to offset the 
first-half dip and bring the company’s 
yearly earnings up to approximately 
the $3.66 per share earned in the full 
1953 year. 

RCA now gives every indication of 
winding up the year with profits run- 
ning between $2.25 and $2.50 per 
share. Last year the company earned 
$2.27 per share. Since RCA is on a 
$l-annual-dividend basis there’s a 
good chance that an extra dividend 





will be paid to stockholders at the 
year’s end. That’s one reason why the 
stock is selling at $34 per share. 

Columbia Broadcasting, by compari- 
son, is expected to show an even more 
substantial gain this year with earn- 
ings climbing from the $3.80-per- 
share level of last year to a $5-per- 
share profit for 1954. In the first half 
of this year CBS raced its profits up 
to $2.21 per share. To reach the $5 
level, earnings of $2.79 would be need- 
ed for the last half. One factor, which 
would toss better than $1 per share 
into the last half showing, is the sale 
of Columbia’s 45 per cent interest in 
stations WTOP and WToP-Tv in Wash- 
ington. The price was over $3 million 
which would yield slightly more than 
the $l-per-share needed to reach the 
$5. Since Columbia is at present pay- 
ing 40 cents quarterly, an extra cash 
distribution to its stockholders at the 
year-end is also probable. 


EARNINGS OVER $5. Westing- 
house is another company expected to 
be generous with dividends. Its sales 
this year should easily top the $1.6- 
million volume of last year. Sales have 
been running ahead of the 1953 level 
all year—contrary to the GE trend— 
and there’s no reason to expect a de- 
cline now. The earnings, which touch- 
ed $4.53 last year, are expected to hit 
$5.50 or better this year. The $2-an- 
nual-dividend basis could easily be 


boosted because of those earnings and 
by the time this issue of TELEVISION 
AGE is being read, the board of direc- 
tors should have taken some such 
action to the tune of 50 or 75 cents. 

General Electric, with sales running 
8 per cent below the 1953 level in the 
third quarter this year, is still show- 
ing improved earnings. For the nine- 
month period GE showed earnings of 
$1.62 per share. If that profit margin 
is maintained in the final quarter—and 
there’s no reason why it should not be 

GE’s full-year earnings will approxi- 
mate $2.30 per share taking into con- 
sideration the stock split. That would 
compare with $1.92 per share earned 
last year on the same basis. 

Du Mont Laboratories has been a 
subject of widespread speculation 
among financial circles in the past few 
weeks. The earnings for the first 24 
weeks fell to 18 cents per share com- 
pared with 36-cents-per-share earn- 
ings in the corresponding 1953 period. 
The drop in earnings was generally 
attributed to the trimming of prices 
and hence profit margins in the set- 
making division. However, the profit 
margins were better in the final half, 
so it’s expected that for the full year 
earnings will run in the area of 40 to 
50 cents per common share, compared 
with 60 cents a year ago. 

Just what the future holds for Du 
Mont is unknown. There have been 
frequent reports of interests seeking 
to separate the set-making and tele- 
casting operations. Earlier reports 
have often hinted at negotiations to 
sell one of these divisions to another 
company in the field. But nothing con- 
crete has ever developed. The role of 
Paramount Pictures is a key one in 
this situation since it owns 29 per cent 
of the Du Mont non-voting stock. Just 
what the outcome of present behind- 
the-scene activity at Du Mont will be 
is a question, but it’s generally believed 
in the Street that some development 
will be forthcoming soon. 


INTEREST IN FILM. The tv film 
syndicates whose stock has drifted into 
public hands have received increased 
attention lately. Last month Official 
Films issued its fourth annual report, 
and the statement evidently was en- 
couraging reading to shareholders and 
investors. 

Official’s earnings for the fiscal year 


(Continued on next page) 
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Wall Street (Continued) 

ending June 30, 1954 totaled $317,- 
172, a sharp jump from the $76,882 
earned in the preceding fiscal year. 
The stock, traded on the over-the- 
counter market, reflected the improved 
earnings; its price jumped from $1 to 
$2 per share. 

STARTED IN TV IN 1950. Official 
ventured into the tv field back in 1950. 
In its first year it suffered a loss of 
$178,000. In the second year the loss 
climbed to $182,000 and by 1952 it 
had soared to a $524,000 deficit. In 
1952 Official, formed in 1945 to dis- 
tribute home movies, sold 188,914 
common shares to the public at a price 
of $1.50 per share. Official has 2 mil- 
lion authorized common shares of 
which 1,494,903 are currently out- 
standing. Options to buy another 
175,000 shares below the present mar- 
ket price are held by executives of the 
company. The options on 50,000 
shares expire by the end of 1954 so, 
at the present market level, the options 
will probably be exercised. 

Official’s chief properties two years 
ago were My Hero, Terry and the 
Pirates and Four-Star Playhouse. 
These three serials were enough to 
start the profits rolling in last year. 
Now the company has added several 
new properties, Secret File, USA; Col. 
March of Scotland Yard; The Star 
and The Story and Town & Country. 

In the last few weeks, however, it 
has started promotion on what may 
prove to be one of its most profitable 
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properties, This is a filmed tv adapta- 
tion of bingo—and it’s legal. 

The new program is based on film- 
ed clips of popular songs. The film 
title is scrambled when it hits the 
sound track, but no other section of 
the song is changed. The program is 
aimed at the housewife who has picked 
up a bingo-type card at her local 
grocery. The card contains a group of 
250 numbered song titles at one side 
and the bingo square in the center 
has 25 numbers in five columns. When 
the program goes on the air and plays 
the scrambled music the housewife 
picks the identifying number on her 
card. When she gets five in a row she 
qualifies as a Tune-O contestant. 

Official is basing its show on a ra- 
dio program that’s been popular for 
some years. It believes the show is a 
natural for sponsorship by grocery 
chains and food manufacturers. Its 
first sponsor, lined up in Buffalo, is a 
subsidiary of American Stores. If this 
Tune-O program does catch on, it car- 
ries a high profit potential since much 
of the material could be clips of films 
already stocked in Official’s library. 





1954 Last 
Stock High-Low Quote* 
ABC-UPT 21%4-14% 19% 
ADMIRAL 265¢-18% 25% 
AVCO 6%- 4% 55 
CBS 77%4-41% 75% 
DU MONT 14%- 9% 12% 
EMERSON 13%- 9% 12 
GE 4814-37% 43% 
MAGNAVOX 24%4-16% 23% 
MOTOROLA 4856-30% 37 
PHILCO 37%4-28 3556 
RCA 35%4-22% 344% 
RAYTHEON 15%- 8% 1356 
SYLVANIA 40%-31% 37% 
WESTINGHOUSE 75%%-504% 75% 
ZENITH 77% 63% 74 

Over the Counter Stocks 
High-Low Bid-Asked 

GUILD — 9%- 9% 
OFFICIAL 2- & 1%- 2 
STORER BpcsTG. 32 -18 30 -31% 


*As of Oct. 25, 1954 








Errata 
The name of the American Management 
Association mentioned in the August is- 
sue in the Letter from the Publisher 
was in error. The mention of another 
association with a similar name was in- 
tended. 
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“My eyes are 
my trademark!” 


When you see Eddie Cantor’s 
famous banjo eyes, you look for 
comedy, humor, a touch of pathos 
—a real virtuoso performance. 


And when you see a familiar brand 
name as you shop, you expect an 
equally outstanding performance 
—or you don’t buy the product 
again. 


That’s one big advantage about 
living in a land where you enjoy 
free choice among many fine prod- 
ucts, each identified by its own 
brand name. 


Leading manufacturers, seeking 
to win your favor for their brands, 
take infinite pains and a great deal 
of pride in bringing you wonderful 
products, continuously improved, 
representing unusual value for 
your money. 


As you leaf through the pages of 
this magazine, note how many of 
the products advertised here 
already have satisfied you. And 
always remember that when you 
name your brand, you better you 
brand of living! 


BRAND NAMES 
FOUNDATION 


INCORPORATED 


A Non-Profit 
Educational Foundation 
37 West 57 Street, N. Y. 19, N.Y. 
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A ip Wass 
The secret of selling MORE in ie 
this 4-billion dollar market! 


Show your “wares” Here are the potential buyers . . . over 3 million of 
on Wisconsin's first and them. Here are the dollars required . . . effective 
buying income .. . over 4 billion per year! Add 


foremost television station ass ry_ she station that blankets this arée— 


W I M oJ a / pA and you have a winning combination that’s im- 
LY 
ue possible to beat! No wonder, then, that sales 





© with seven years on-the-air climb fast when products are advertised on 
experience in television. . 
sf © to transmit network color WTMJ-TV. No wonder that local and national 
Prog in Wi advertisers have made WTMJ-TV the number 
®@ to originate local color 
broadcasts in Wisconsin. one station in Wisconsin .. . first choice all ways 
@ in the homes and hearts of 
the people of Wi when more sales are wanted! 





FIRST in coverage, promeains, results . in a market that’s eemaas FIRST! 











ege,? s s,s 5 
pverage of WTMJ-TV surpasses any Facilities for production at WTMJ- : ties of programs 
other TV station in Wisconsin. Accord- TV surpass any other Wisconsin station. extginaiing or carried through WTMJ- 
ing to latest census, 3,416,085 people Seven well equipped studios and a mo- TV are unsurpassed. Equipment used is /~ 
(not counting Chicago), live within the bile unit are available to WTMJ-TV pro- the finest obtainable, and WTMJ-TV's ~~ 


90-mile radius of WTMJ-TV. ducers. personnel experience is the highest. 





Programming Results obtained by WTMJ-TV adver- 
that of any other station in the area. tisers show that sales climb fast when 
On the air 115 hours per week, WTMJ- WTMJ-TV is used. Such results have 
TV carries local and basic NBC-TV net- made WTMJ-TV first in its area in 
work programs. local and national advertising. 





The Milwaukee Journal 
Television Station ode Ue! 


Represented nationally by HARRINGTON, RIGHTER & PARSONS, INC. New York @ Chicago @ San Francisco 
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From the Top of Vermont 





NOW OW HE MR! 


WMVT, THE MT. MANSFIELD, VERMONT, TV STATION 
OPERATING ON CHANNEL 3—4,200 FEET UP 


A mountain top installation is wonderful for coverage—but people also 
want their local news and local personalities with local KNOW-HOW— 
whether it’s TV, radio, or newspapers. 


WMVYT HAS BOTH COVERAGE AND LOCAL POSITION 


Its transmitter is on Mt. Mansfield, Vermont’s highest mountain. It is 
owned by the WCAX Broadcasting Corporation, which for 25 years has 
operated Vermont’s oldest and most powerful radio station. 


TO SELL VERMONT — BUY VERMONT 


Remember, only WMVT covers Vermont and the Champlain Valley. You 
can’t cover Vermont from New Hampshire, and—when you buy WMVT, 
you get this big bonus coverage, too! Adjacent areas in New York, adjacent 
areas in New Hampshire, and the rich Province of Quebec, including 
Montreal. 


wort 5 Wi 


CHANNEL 3 


BURLINGTON, VERMONT 


VERMONT'S FIRST-AND 
ONLY TV STATION! 
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Weed man 
for details 
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A crystal ball of wax... 





— Mead, vice president and 
tv and radio copy chief at Benton 
& Bowles has come up with something 
rather different in the way of literary 
effort. The Big Ball of Wax (Simon 
& Shuster) is a story of tomorrow’s 
happy world, circa 1992, when XP, 
an experience-through-electricity-while- 
seated invention, takes over. 

To help clients, agency men and 
telecasters prepare for Shepherd 
Mead’s brave new world of the future 
we offer the following excerpts with 
appropriate editorial headings. 

EXECUTIVE JUDGEMENT: 
“Whatever a human being can experi- 
ence . . . we can put on tape (XP). 
Would you like to do skin diving in 
the Red Sea and fight an octopus? .. . 
Have a Roman orgy with fountains of 
wine . . . and a dozen slave girls? . . 
Are you interested, Mr. Martin? 

Now I have always been one to 
make a fast decision. At that moment 
I made one. “Yes,” I said. “I am.” 

COMPANY MOTTOES: “Try, 
Try!” “We Kan!” “Think Together!” 
“Team up!” 

AD AGENCY MOTTO: “Be Simple, 
Be Sincere.” 

HUMAN TYPES: Ben was a very 
deep thinker . . . like so many market 
analysis men, and oftentimes he didn’t 
always hear everything you said to 
him.” 

. .. (he was) looking neither mad 
or happy, but just sort of dead-pan, 
the way engineers so often do. 


e Jud Thrash, chairman of the board 
of Thrash, Simple and Mannick, the 
advertising agency (chosen) . . . to 
spearhead our XP drive . . . burst into 
the meeting room, a striking person 
indeed, six feet seven, with a bronzed 
face, a gleaming smile, bright yellow 
shirt and a heavy, slubby tweed suit. 
There was not a man among us who 
did not know that Jud Thrash made at 
least ten million a year. 

OFFICE PROTOCOL: .. . it is 
just as well to keep on good personal 
though not intimate terms with the 
secretary of your superior. 

e We could start (the proposal) roll- 
ing . . . We'll have to send it through 
channels, of course. First I feel our 
group should talk to the proposition 
for a meeting-series and submit it 
for recommendation at brand level. 
Maybe before that we’d want to tee 
off with a series of blind tests and 
motivation studies and at least a pilot 
group of depth interviews. 

e I went back and told Miss Frappit 
to locate my assistant and have him 
take my place in the other meeting. 
He would have to find his assistant to 
take his place in his meeting, and so 
on down five or six levels until the 


meetings reached almost an informal 
plane, where the-regular Rule Book of 
Procedure and Ritual was sometimes 
merely ignored. 

BUSINESS PROTOCOL: . . . He 
paused while I swung the club. It is 
considered bad etiquette to discuss 
business while the golf club is actually 
moving, and rightly so. 

PROGRESS: I need scarcely add 
how much more businesslike all 
agencies have become since the elec- 
tronic copywriting machines replaced 
the live copywriters, who were always 
a disturbing influence. And of course 
the copy has been improved . . . real 
thinking . . . 
was by the Account Executives. 

RANK: I ran into Kenny Ralston, 


Joe Sand’s assistant, getting out of 


is still done as it always 


his car, a last year’s Chevrolet, the 
semi-de luxe model. Kenny was coming 
along in the Company, however, and 
I knew he’d soon be ready for a small 
Buick without creating any offense to 
anyone. 

TV RATINGS: We proved .. . 
your rating in daytime was in pretty 
direct proportion to the amount of 
(“Open 
Hearts”) was just about the top show 


real sock emotion and 


on the air during the day. Some peo- 
ple could hardly stand it. 

TV COMMERCIALS: On the screen 
(the announcer’s) head was four feet 
high, and if you looked him right in 


(Continued on page 88) 
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CBS (Continued from page 35) 


a better way of illustrating the news 
graphically so it will be more meaning- 
ful. Not the light features or “natural” 
catastrophes which present no cover- 
age problems but the serious ideas in 
government, politics and economics. 
This, he explains, is a matter of ideas 
rather than mechanics. 

How for instance, Mr. Mickelson 
asks, would you illustrate Nehru’s neu- 
trality and its meaning to the opposing 
nations in the global struggle? How 
illustrate the problem in Trieste? The 
German-French differences over the 





Mickelson (1) and his lieutenants: Morgan heads news operations . . 


Saar? Singman Rhee? German rearm- 
ament, one of the greatest stories now 
developing ? 

In the latter case, again as an ex- 
ample, Mr. Mickelson points out that 
the story actually starts in the textile 
plants of Germany where uniforms for 
the embryo army will be made. The 
next step could be setting up a selec- 
tive service system, staffing it, printing 
recruiting posters, etc. Then some of 
the top Wehrmacht generals will get 
back into uniform. 

Mr. Mickelson sees television news 
as a kind of pictorial journalism, akin 
to still and newsreel coverage but more 
concentrated on “hard news” and re- 
quiring incredibly more speed and 
volume. 

For fast-breaking, non-repetitive 
news, such as the vote on the Euro- 
pean Defense Community in _ the 
French Chamber of Deputies, Mr. 


Mickelson says the best method of 
coverage is undoubtedly by an on-the- 
spot expert who knows the French and 
France well enough to read signifi- 
cance into minor changes in behavior 
patterns and to explain it against a 
background of physical motion which 
can be pictured—a deputy ducking out 
to the nearest church to say a brief 
prayer, another in need of a quick 
aperitif, etc. 

Television news, says Dr. Stanton, 
“shouldn’t be made over in the image 
of radio news anymore than radio 
news in the image of printed news.” 
Seconds Mr. Morgan, “There’s no ad- 


vantage to a tv news show as an illus- 
trated radio broadcast.” Many a sta- 
tion has complained about just that; 
the second complaint was that news- 
casts are predicated on what colorful 
pictures are available rather than the 
merit of the story (TELEVISION AGE, 
July 1954). Mr. Morgan hopes to be 
able to send crews to newsworthy 
areas to produce their own film stories. 
“We are trying to unhook ourselves a 
little bit from the teletype,” he 
explains, 


The Fifties, The Thirties 


Bill Costello, former head of CBS’s 
Tokyo bureau, is due back this week 
from a world tour to spot just such 
potential stories and start cameramen 
shooting them. 

Broadcast news began to develop 
during the Thirties and came of age at 
the time of the Anschluss. During 


. Gitlin, public affairs shows . . 





those years, CBS put on World Round- 
Up with Edward R. Murrow (who 
actually organized the corps of cor- 
respondents abroad) and William L. 
Shirer as headliners. They gave eye- 
witness accounts of such events as 
Hitler’s arrival in Vienna. In the next 
decade, voices from overseas report- 
ing on the war and immediate postwar 
period became routine. 

It was during the immediate post- 
war years that radio documentaries on 
controversial topics (mental health, 
old age, education, penal institutions, 
waterfront activities, dope peddling, 
etc.) entered their heyday. However, 





. and Lower, special events 


since the attention span of listening- 
and-viewing is longer than the atten- 
tion span of listening only, and since 
listeners sometimes had difficulty iden- 
tifying voices and keeping straight 
who was speaking, radio took a dis- 
tinct back seat to tv documentary-wise 
once video became widespread. 

This area falls within Mr. Gitlin’s 
domain and though the only new 
show under the new regime is Face 
the Nation which debuts on Nov. 7, 
CBS’s prize program, The Search, ac- 
tually in the works since January 
1951, was produced by Mr. Gitlin. 

The Search exemplifies much of 
what the CBS chiefs have been talking 
about. The brainchild of Mr. Mickel- 
son and Hubbell Robinson Jr., vice 
president in charge of programming, 
it is a weekly exploration of Univer- 
sity research projects designed to 
make the world a better, safer or more 

























enjoyable place to live. By air-time it 
had already cost $500,000 and though 
it is still sustaining, there have been 
a couple of commercial “nibbles.” 

Adventure, produced for the third 
consecutive year in conjunction with 
the New York Museum of Natural 
History, another in the CBS group of 
programs designed to picture “the 
world around us in a cultural setting,” 
is also under consideration by a major 
advertiser who, like the prospective 
Search sponsors, would use it for in- 
stitutional promotion. 

Mr. Gitlin includes Now and Then 
and What in the World in the same 
group. In his pigeonhole of tv discus- 
sion and panel shows are Chronoscope, 
Youth Takes a Stand and the forth- 
coming Face the Nation. 

Also under public affairs are such 
news reviews and interpretive pro- 
grams as Eric Sevareid’s The Ameri- 
can Week and Edward R. Murrow’s 
See It Now (which actually function 
as quasi-independent units), remote 
hearings such as telecasts from the 
United Nations and _political—both 
paid and unpaid—talks. 

Election coverage, though, was the 
first real test of the combined opera- 
tions. (Hurricane Edna could have 
been had she performed as _antici- 
pated.) The plan was for the establish- 
ment of a central radio-tv head- 
quarters designed for comfort and 
facility into which the people peeped 
via their tv screens. 

Covering the election, however, in- 
volved considerably more than that. 
The entire CBS force was mobilized 
for the event. The problems, un- 
imaginable by the average viewer, in- 
cluded such details as how many 
carbon copies should come off each 
United Press wire and who should get 
them; where the phones should be 
placed, and how to convince the CBS 
pages, acting as runners, that they 
should not scratch themselves in front 
of the cameras. 


Roofing the Staff 


Those details were under Mr. 
Lower’s aegis as is such long-range 
planning as the 1956 conventions 
(typical problem in choosing a site: 
air conditioning and tv facilities) and 
the strictly operational problem of 
getting all CBS news and public affairs 
personnel under one roof. 

(Currently the department occupies 


the 8th and 17th floors of CBS head- 
quarters at 485 Madison Avenue, space 
across the street at 488 Madison 
Avenue, part of the Museum of Na- 
tural History—the Adventure staff is 
there—a portion of the CBS Televi- 
sion Production Center on 57th Street 
between 10th and 11th Avenues, rooms 
at 70 East 45th Street and a film cen- 
ter at Broadway and 56th Street. Since 
many of the newscasts originate from 
Liederkranz Hall on East 58th Street, 
the logistics are rather discouraging: 
Film must be motorcycled from the 
airport to the film center where it is 
developed and screened; then it goes 
to 70 East 45th Street for editing and 
working over; finally it is taxied to 
Liederkranz Hall in time—everyone 
hopes—for the program. In the mean- 
time, the head of operations, who 
headquarters on the 17th floor at 485 
Madison Avenue, either misses the 
processing altogether or spends hours 
travelling around New York on the 


heels of the reel.) 
Uniting the Divisions 


Though programming hasn’t 
changed to any extent since the inte- 
gration, operations have. Since mid- 
August a joint assignment desk gives 
directions to all field personnel—radio 
and tv. It makes three types of assign- 
menis: for regular radio broadcasts, 
film stories to cameramen and corre- 
spondents and subjects for “documen- 
tary” treatment such as See /t Now 
and The American Week might want. 
(Despite their independence, these pro- 
grams must channel their requests for 
help from correspondents through the 
assignment desk.) Since mid-August, 
too, cameramen are being chosen so 
they can serve as reporters also. 

There are three divisions under 
newshead Morgan: radio news pro- 
duction headed by an executive pro- 
ducer of radio news broadcasts, tv 
news under an executive producer and 
the assignment desk which, in addition 
to making assignments, is supposed to 
stay on top of the news. 

Film is sufficiently important on the 
tv side so a separate film production 
division has been set up. There is con- 
siderable overlapping in jurisdiction, 
however, with cameramen when they 
are acting as reporters, under the as- 
signment desk, but when they are 
processing the film, under the film 
production section. The pool of film 








editors—the copy desk men of film— 
are under film production but assign- 
ed by it to the executive producer of 
tv film. (Unionwise, the picture is even 
cloudier: Cameramen belong to 
IATSE, a hangover from their movie 
days, as do film editors outside of 
New York; in New York the film edi- 
tors are members of the International 
Brotherhood of Electrical Workers.) 
However, as Mr. Mickelson points out, 
all of this is largely a matter of paper- 
work; operationally all the tasks dove- 
tail as they should. 

The end results of the unifying 
move, according to Mr. Mickelson, 
will be entirely in the “ideas” sphere. 

The network believes that the best 
way to make its programs useful is to 
stick strictly to the facts and offer an 
interesting format without distorting 
the material. It hopes to sell its public 
affairs shows (with the single excep- 
tion of the religious ones which are 
not on the market), believing that a 
sale broadens the audience and enables 
the network to do more with the pro- 
gram. It also believes that television 
has given controversy more impact and 
more audience-interest; as a result, 
controversial programs, which used to 
be anathema, are more saleable. 

CBS can point to See /t Now (Alu- 
minum Co. of America), Omnibus 
(Aluminum Co. of Canada, Scott Pa- 
per, Norcross), Chronoscope (Lon- 
gine’s) and You Are There (Electric 
Companies, Prudential), to document 
its argument. 





Primary 
CBS 
Affiliate 
-plus 
NBC, ABC 
DuMont 


WAHCT ‘CT 7-1-7: 54111 Pee OP 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr 
John E. Pearson Co., Inc., Nat‘l Rep 
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Free KCMQ 
Feature Foods 
Merchandising 
| makes 
sales a cinch! 


... if you're selling a grocery store product in the 
Kansas City Market. Here’s the merchandising you get 
FREE in 200 high-volume independent and chain markets: 





1. Point-of-purchase merchandising —a minimum 
of 200 store calls in 13 weeks. 


2. A minimum of 75 special one-week displays 
in top-volume stores each 13 weeks. 


3. 50 days of Bargain Bar promotions each 13 
weeks, plus demonstrating, sampling, coupon- 
ing, distribution of recipes or product literature. 


4. Full reports twice each cycle on all activity in 
each individual store. 


Nothing is left to chance—the KCMO Feature Foods merchandising staff works 
in the stores, actually handles the promotion, arranges shelf displays and stocks, 
pushes your product at the Bargain Bar, and reports fully on every step! 


Wrap up the Kansas City market now for your product by calling KCMO or 
your nearest Katz Agency representative. 


KCMI Radio-810 ke. wit: 


# TV-Channel 5 


KANSAS CITY, Affiliated with Better Homes and Gardens and Succesful Farming 
Magazines—the Katz Agency, representatives 
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Readers ask: 


How do you clean and lubricate 16mm. film? 


(This month TELEVISION AGE has ask- 
ed an expert on the subject of handling 
16 mm. film, Gordon H. Tubbs, Mo- 
tion Picture Film Department, East- 
man Kodak Company, to reply to ques- 
tions from our readers.) 


Are there any good commercial 
film cleaners that contain no car- 
bon tetrachloride? 


Yes, there are several, among which 
might be mentioned Lektrosol 170, 
Renovex and Kodak Film Cleaner. 
There are also simple solvents which 
can be used. One of the best solvents 
is Freon No. 113 or trichlorotrifluoro- 
ethane. It has an evaporating rate 
faster than that of carbon tetrachlor- 
ide, is completely non-inflammable 
and has a very low order of toxicity. 
Also available is anhydrous isopropyl 
alcohol. The evaporation rate of iso- 
propy! alcohol is four times slower than 
that of carbon tetrachloride, but it is 
almost 


inexpensive, non-toxic and 


free from explosion hazards. 


What happens to the lubricant 
when film is cleaned? 

The lubricant is removed. For satis- 
factory projection following cleaning, 
the film must be relubricated. 


How can 16 mm. films be re- 
lubricated? 

By placing an extremely thin coat- 
ing of wax over the entire emulsion 
surface and preferably over both the 
emulsion and base surfaces. These 
films can be readily cleaned and re- 
lubricated by incorporating a lubri- 
cant in the cleaner solution. For in- 
stance, a slight amount of beeswax 
(to make a .1 per cent solution) dis- 
solved in either the isopropyl alcohol 
or Freon No. 113 will do the job. 


Why does new film stick? 

One of the usual ingredients of 
emulsion of motion picture film is 
gelatin, a substance which is hygro- 


scopic, readily giving up or absorbing 
moisture to reach equilibrium with the 


prevailing atmosphere. The gelatin in 
a new print retains considerable mois- 
ture and is easily affected by heat 
which makes it soft and tacky. 


How does this affect the film? 
The first point at which a new film 
comes in contact with heat is at the 
aperture of the projector. This heat 
softens the gelatin and causes small 
particles to collect on the tracks of the 
gate. Here it dries very rapidly to a 
bone-like hardness. As the deposit 
continues offers 
further resistance to the passage of 
the film through the gate and may 


to accumulate, it 


even cause deep rub-lines or scratches. 


What will relieve the sticking? 
Over-all lubrication of the emulsion 
surface appears to be the best solu- 
tion of the problem. Extremely thin 
coatings of certain waxes over the en- 
tire emulsion surface is necessary for 
the greatest effect. The wax forms a 
continuous transparent layer over the 
entire surface, providing excellent 
lubrication and some slight amount of 
scratch protection as well. Carbon 
tetrachloride has long been used as a 
solvent for waxes and oils. For 16 
mm. films, commercial laboratories 
having adequate facilities have used a 
very dilute solution of a lubricant in 
carbon tetrachloride. BUT, since few, 
if any, television stations are equipped 
to handle highly toxic carbon tetra- 
chloride, other solvents are suggested. 
Certain waxes are sufficiently solu- 
ble in anhydrous isopropyl alcohol to 
offer effective lubrication for 16 mm. 
film. As mentioned in the first answer 
above, the chief drawback to this sol- 
vent is its slow rate of evaporation— 
four times slower than that of carbon 
tetrachloride. Freon No. 113, the best 
of the known cleaning solvents, is also 
the best wax solvent. In addition to 
its previously mentioned faster evap- 
oration rate and the fact that it is 
non-inflammable and has a very low 
order of toxicity, Freon No. 113 will 
dissolve beeswax 
sufficient to provide good lubrication. 


in concentrations 
























In the SPOTlight 


current productions making 
sales records 


WRCA—TV 
National Broadcasting Company 


Agency: Anderson-McConnell 
Advertising Agency 
Client: Hoffman Television 





Agency: J. Walter Thompson Co. 
Los Angeles 
Client: Ford 





5746 Sunset Bivd., Hollywood 28, Calif. 
Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Plaza 5-4807 
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A column sponsored by one of the leading film producers in television 
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NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


An entertaining jingle tells the viewers to “Have A Storz” in these highly imag- 
inative commercials by Sarra. Animation and stop-motion techniques are used 
to emphasize calorie control and the satisfying bitter-free taste of Storz Beer. 
The reminder to buy Storz in bottles, cans or a convenient 6-Pack ends the sell. 
Produced by Sarra for Storz Brewing Company through Bozell & Jacobs, Inc. 
SARRA, Inc. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


A beauty rinse for your clothes is the enticement set forth to housewives in 
this animated commercial by Sarra for “NuSoft.” Ease of use and gentle action 
are stressed as the NuSoft fairy is shown fluffing up and softening linens, towels 
and other laundry with a touch of her margic wand. A highly effective spot 
created and produced by Sarra for Laurel Products, Inc. through McCann- 
Erickson, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


A brand new series by Sarra for a brand new product, Club Crackers! Shifting 
spotlights focus attention on the new package, and the crackers themselves are 
high-lighted by stop-motion sequences. “An Exciting New Taste In Crackers” is 
the theme emphasized throughout, and high style photography illustrates that 
they can make any meal a festive occasion. Produced by Sarra for Heckman 
Biscuit Co., Division of United Biscuit Company of America, through George 
Hl. Hartman Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


This 5 year winner is outstanding proof that TV commercials needn’t be ex- 
pensive. For when they’re expertly done, they can be used again and again 
with effectiveness. Created by Sarra for Lucky Strike five years ago, this exciting 
commercial is now in its fifth season as the opening for the “Hit Parade.” Pro- 
duced by Sarra for The American Tobacco Company in collaboration with 
Batten, Barton, Durstine & Osborn, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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Film Sales 


This month’s film listings show many 
distributors have made station pack- 
age sales, especially in those markets 
below the top fifty. CBS Television, for 
instance, sold wroM-Tv Lansing (for- 
merly WILS-TV) six of its properties 
and NBC wrapped up a five-film sale 
for the same outlet. Screen Gems 
made a five-property deal at KELO-TV 
Sioux Falls. And Official sold new- 
comer WSAU-TV Wausau, Wis. all six 
of its films and five to another new- 
comer, WFMZ-TV Allentown, Pa. 

“With the great increase of sta- 
tions,” points out Herb Jaffe, Official’s 
vice president and director of sales, 
“contrasted to a year ago (from 292 
to 406), the package deal is easier to 
obtain in the current market.” 

This way of selling, in bulk, is not 
an accidental or haphazard occurance 
for the syndicator. It’s a practical ne- 
cessity. It’s the best way the distribu- 
tor can get his show on the road, i 
the small and intermediary markets. 

The most expensive item on the dis- 
tributor’s sales budget, is the sales- 
man. And, too, it’s the most constant 
money outlay. The salesman’s salary 
and expenses are the same whether he 
spends a week wooing a sale in Chica- 
go or in Wausau. Yet his return po- 
tential is widely variable between these 
same two cities. 

Syndicators have found that the 
economic answer for them in the be- 
low fifty-top-markets is “bigger and 
better packages.” Accordingly the 
production divisions in the syndica- 
tions field are going “all-out.” 

“Ziv Television will double its 
production,” says the company’s presi- 
dent, John L. Sinn. “We are working 
out plans for six new shows to bring 
production up to a total of 13 pro- 
grams.” Then there is TPA with eight 
properties and more to come (TELE- 
VISION AGE, October 1954) ; and UTP, 
Guild (with its recent Vitapix merger) , 
Official, Screen Gems and others, all 
announcing production and/or acqui- 
sition of new syndication properties. 
GEORGE BAGNALL & 
CONSOLIDATED TELEVISION SALES 
Crusader Rabbit 


WNHC-TV New Haven. 
Features 
KCMO-TV Kansas City. 


Front Page Detective 
WDTV-TV Pittsburgh, Pa. 


Hollywood Half Hour 
WFIL-TV Philadelphia. 


Ringside With the Rasslers 
WTVN-TV Columbus, 0. 
CBS TELEVISION FILM SALES, Inc. 


Amos ’n’ Andy 

Weak be Baltimore, Renuzit aqme weesas: 
WTWO-TV or, — Vv 
WRBC-TV PR Tv Harris. 
burg, Pa.; WTO rv Lansing: WTVw 
Milwaukee; WDTV Pittsburgh 

Co.; KHQ-TV Spokane, Co umbia’ Electric 
Co.; WSTV-TV PSteubenville, O., Kroger 
Co.; KOVR-TV Stockton 

Gene A 

WTOM-TV Lansing; WOAI-TV San Anton- 
io, Seven-Up Bottling Co. 

The Cases of Eddie Drake 
WBRC-TV Birmingham; WTOM-TV lee 
sing; KOVR-TV Stockton; CKSO Sudb P 
Can., Canadian Westinghouse; KWFT- 
Wichita Falls, Tex. 


Crown Theatre 


WHP-TV Harrisburg, Pa.; WTOM-TV 
Lansing. 
Daily News 


Want. TV Buffalo; WGAL-TV Lancaster; 

KHQA-TV incy, Il.; TV Roch- 
ester ; -TV ‘Sacramento; KOVR-TV 
Stockton; Tex.; 
WTOP-TV Washington; WDEL-TV Wil- 
mington; WNOW- York. 


The Files of Jeffrey Jones 
WBRC-TV 7 CSC-TV Charles- 
ton, S. C., Lesser’s Credit Jewelers; 


TV Harrisburg, Pa.; WTOM-TV Lansing; 
KOVR-TV Stockton. 
Holi in Paris 
WTOM- Lansing; WTOK-TV Meridian, 


Miss. 


Art Linkletter and the Kids 
WTOM-TV Lansing. 

Annie O 

WABI-TV Se: WLW-TV_ Cincin- 
nati; WRBL-TV lumbus, Ga. ; ; WTSK-TV 
Knoxville, Galbreath Bake WSIX-TV 
Nashville; WCSH-TV a ‘Me. B. & B. 
Enterprises, Inc. makers of TV Time Pop- 
corn sponsor in the following markets on 
alternate weeks: WLEV- TV Allentown; 
WFBG-TV Altoona KFDA Amarillo: 
WLOS-TV Asheville: WSB-TV Atlanta; 


WJBF-TV Augusta; TBC-TV Austin 
Tex.; WBAL- Baltimore; KERO-TV 
Bakersfield; WAFB-TV Baton Rouge; 


NBF-TV Binghamton; WABT Birming- 
ham; WBZ-TV Boston; WICC-TV Bridge- 
rt; WGR-TV Buffalo: WCSC-TV Charles- 
in, ‘s. C.; WCHC-TV Charleston, W. Va.; 
WETV Charlotte; WDEF-TV Chattanooga: 
WLW-T Cincinnati; WNBEK Cleveland; 
KKTV Colorado Springs; WIS-TV Colum- 
bia, S. C.; WD. Col 
WTVN Columbus, 0.; WLW-D Dayton: 
KBTV Denver; WHO-TV, Des Moines; 
WXYZ-TV Detroit; WDSM-TV_ Duluth- 
Superior; WICU- Erie; WBAP-TV Dallas- 
Ft. Worth; WMBV-TV ‘Green Bay; WFMY- 
TV Greensboro; WFBC-TV Greenville, 8. C.; 
pe mi A Huntington; WFBM-TV Indian- 
lis; WLBT Jackson, Miss.; WMBR-TV 
Jacksonville ; WARD-TV 
TV Kalamazoo; KCMO-TV Kansas City; 
WTSK-TV Knoxville; WGAL-TV Lancaster, 
WJIM-TV KARK-TV Ei WLBR-TV Lebanon, 
Pa. ; we Rock; WAVE-TV 


Ee isviiiee Macon ; WEHT 
Henderson- mM 4g YEPROTV Houston ; 
WMTV Madison; WMUR-TV Manchester: 


WHBQ-TV Mem his; WTVJ Miami; WTVW 
Milwaukee; -TV Minneapolis- St. 
Paul; WALA-TV Mobile; WSIX-TV Nash- 
ville: WKNB-TV New Britain; WNHC-TV 
New Haven; WDSU-TV New Orleans; 
WTAR-TV Norfolk; KWTV Oklahoma City; 
KMTV Omaha; WEEK-TV Peoria; WFIL- 
TV Philadelphia; KOOL-TV Phoenix; 
WDTV Pittsburgh, Pa.; WCSH-TV_Port- 
land, Me.; WJAR-TV Providence; WNAO- 
TV Raleigh; WSLS-TV Roanoke; WHBF- 
TV Rock Island; KSD-TV_ St. Louis; 
WSUN-TV St. Petersburg; KSL-TV_ Salt 
Lake City; WOAI-TV San Antonio; WTOC- 
TV Savannah; KSLA Shreveport; WSBT-TV 
South Bend; KXLY-TV Spokane; WICS 
Springfield, til.; WLP Springfield, Mass. ; 
KTTS-TV ‘Springfield, Mo.; WHEN Syra- 
cuse; WTHI-TV Terre Haute; KCMC-TV 
Texarkana: WSPD-TV Toledo: KOTV 
KOPO-TV Tuscon: WKTV Utica; 

:; WTTG. Washineton; 
WATR-TV Waterbury; WTRF-TV Wheel- 
ing; Siva. TV Wichita: WILK-TV Wilkes- 
Barr WDEL-TV Wilmington, Del. ; 
Wwor- TV Worcester; WKBN-TV Youngs- 
town, O. The following markets in Canada: 
CFRN Edmonton; CHCH Hamilton; CKCO 
Kitchener: CFPL London; Quebec 
City; CKCK Regina; CFQc Saskatoon ; 


CKSO Sudbw CBLT Toronto; 
Vancouver; CB Winnipeg. 


The Range Rider 
WNEM-TV Bay City, Michigan Bakeries; 
WBZ-TV Boston, Table Talk: WMVT Bur- 
lington, Prince Macaroni: WLW-T Cincin- 
nati; WLW-D Dayton; WKZO-TV Kalama- 
Michi gan Bakeries; WDA F-TV Kansas 
City, Frito's; WTOM M-TV Lansin Vw 
Lincoln, Paramount Food: 0-TV 
j MO Jax Cookies; WDTV Pitteburay 
Pa., Mars Candy Co.; KXLY-TV Spokane; 
KOTV Tulsa; CKLW Windsor, Can. 


The Whistler 


KTVT Salt Lake City. Lipton Tea and 


CBUT 


Soups apensering in the following markets 
on emnate : *Bakersfield; *Fresno; 
*Richmond ; SSecramento. 


GUILD FILM COMPANY, INC. 
The Frankie Lane Show 


WGR-TV Buffalo; KHSL-TV Chico; WGTH 
Hartford; WSM-TV Nashville; KATV Pine 
Bluff ; WSLS- Roanoke ; WICS-TV 
Springfield, Ill. ; 


KIMA-TV Yaki 
The Liberace Show 


akima. 
WLW-A Atlanta; KERO-TV Bakersfield ; 
; KXLF-TV; WMT- 

jSN-TV Charleston, 
. Danville, Ill.; WINK-TV 

Ft. Myers; KPRC-TV Houston: WAVE-TV 
Louisville; WKOW-TV Madison; KCJB-TV 
Minot; WSM-TV Nashville; WDSU-TV New 
Orleans; WPIX New York; EBEK-TV 
> yo ow TV Sacramento: KUTV Salt 
Lake WSBT-TV South Bend; WIcs 
an Al Il. ; WTTG ashington; 
— Vv Youngstown; WHIZ ev Zanes- 

e 


Life With Elizabeth 


WBZ-TV Boston; KBES-TV 
KUTV Salt Lake City. 


Joe Palooka 
WFBC-TV Greenville, S. C. 
The Florian ZaBach Show 


KFIA Anchorage, Alaska; WMT-TV Cedar 
Rapids; KFBC-TV Cheyenne; WCPO-TV 
Cincinnati; KXJB-TV Fargo; KROC-TV 
Rochester, Minn.; WIBW-TV Topeka. 


INTERSTATE TELEVISION CORP. 


Hans Christian Andersen 
*Asheville, Walter J. Klein Adv. 


Ethel Barrymore Theatre 

KIDO-TV Boise: WWJ-TV Detroit, Nash 
Motors, Co.; KHQA-TV Quincy, Ill.; WVET 
Rochester, N. Y., Central Trust Bank; 
KSD-TV St. Louis, Knapp-Monarch, Co.; 
WJNO-TV West Palm Beach; KAKE-TV 
Wichita. 


Features 

KERO-TV Bakersfield; WBAP-TV Dallas- 

Ft. Worth; KBTV Denver; KHQA-TV 

Quincy, Ill.; KRON-TV San Francisco; 
NG-TV Seat'le-Tacoma; KHQ-TV Spo- 

kane; KOTV Tulsa 


Little Rascals 


KTSM-TV El Paso; KPHO-TV Phoenix. 
INTERNATIONAL NEWS SERVICE 


This Week in Sports 

KSLA Shreveport. General Tire & Rubber 
Co. sponsoring in _ following markets: 
WBTV Charlotte; WBAP-TV  Dallas-Ft. 
Worth; KOA-TV Denver; WJBK-TV De- 
troit; WABD New York; WOR-TV New 
York; KBES-TV Medford, Ore.; WENS 
go Pa. ; KOVR-TV Stockton ; 
KOPO-TV Tucson; CKLW Windsor, Can. 


NBC FILM DIVISION 
Badge 714 A: 


KFVS-TV Cape Girardeau, Kroger Beer 
Co.; KQTV Ft. Dodge; WSVA-TV Harrison- 
burg, Va., Gunther Brewing Co.; KHOL-TV 
Kearney, Stag Brewing Co.; WISH-TV 
Indianapolis. McDrury’s Beer; KOLN-TV 
Lincoln; WHAS-TV Louisville, Kroger Beer 
‘o.; WOR-TV New York; KOAM-TYV Pitts- 
burgh, Kans.; WENS Pittsburgh, Pa., Erie 
Brewing Co.: WSUN-TV St. Petersburg, 
Pure Oil Co.; KFMB-TV San Diego; 
WHIZ-TV Zanesville, O. 


Badge 714 B 

WISE-TV Asheville; KERO-TV Bakersfield; 
WABI-TV Bangor ; WAFB-TV Baton 
Rouge; KBMT Beaumont; KIDO-TV Boise; 
WMAC-TV Boston: KVOS-TV Bellingham ; 
*Columbia, S. C., Bunker Hill Canned Beef: 
KRDO-TV Colorado Springs; WDAK-TV 
Columbus, Ga.: WWJ-TV Detroit: WTVE 
Elmira; KROD-TV El Paso; KIEM-TV 
Eureka, Cal., Bernie Anderson Co.; WOOD- 


*Sold directly to sponsor or agency. 
(Continued on next page) 
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Film Sales (Continued) 


TV Grand Rapids, pape. HEV Co. ; 
KPRC-TV_ Houston; -TV eo 
lis, McDrury's Beer; es 
les; KLAS-TV_ Los Vegas; KCVD-TV 
Lubbock; WMAZ-TV Macon; KSTP-TV 
Minneapolis-St. Paul; WSM-TV Nashville; 
KMTV Omaha, Hamm's’ Brewing Co. : 
WPFA-TV Pensacola; KHQA-TV Quincy, 
IiL.; KZTV Reno, Eagle Drug 
KTVT Salt Lake City; KING-TV Seattle- 
Tacoma; WHYN-TV_ Springfield, Mass.; 
KTTS-TV Sprin eld, Mo. KCEN-TV 
ae. Tex. ; BW Washington, Ford 
KRGV-TV Weslaco, Tex.; KEDD 
- Wichita’: Pure Oil Co. sponsoring in the 
followin: markets: -A Atlanta; 
WJIBF ta, Ga.;: WBRC-TV Birming- 
ham; WEBTV. rlotte; WLW-T  Cincin- 
nati; WNBK Cleveland; WLW-C Cobegeies ; 
WLW-D Dayton; WDSM-TV Duluth-Su 
ior ; -TV Greensboro; WS TV 
Huntington; WLBT Jackson, Miss.; WJHL- 
TV Johnson City, Tenn.; WATE.TV aan 


ville: WJIM- Lansin 

Lima; WMTV Madison; WCAN- TV Milwau- 

kee; WALA-TV Mobile; WCOV-TV_ Mont- 
me AR-TV Norfolk; WSCS-TV 

fouecks; WF WFMJ-TV Youngstown, oO. 


Captured 

B Chicago; WTOM-TV Lansing; 
WCCO-TV Minneapolis-St. Paul; WEEK-TV 
Peoria; KTXL- San Angelo; KFMB-TV 
San Diego. 


Dangerous Assignment 

WTVN Columbus, O.; WFBM-TV_ Indian- 

apolis; WTOM-TV Lansing; WMUR-TV 
chester; WABC-TV New York; ae 

TV New ‘York; KOAM-TV Pitisb 

Kans. ; KGBS-TV San Antonio; WSAU 

Wausau, Wis. 


The Falcon 

WDSU-TV New Orleans; KTXL-TV San 
Angelo; KRON-TV Pe. Francisco; WGBI- 
TV Scranton: KETX ler; KRGV-TV 
Weslaco; WTOP-TV Wash ngton; WSAU- 
TV Wausau, Wis. 


Features 
WNAC-TV Boston ; KOA Denver ; 
KOIN-TV Portland, Ore.; KETX- TV Tyler. 


Hopalong Cassidy—Half Hour A 
WAVE-TV C antan: WICS Springfield, 
Ill.; WSAU-TV Wausau, Wis 


Hopalong Cassid y—Half Hour B 
KTBC-TV Austin, Tex., Austin Meat Co.; 
KPRC-TV Houston, Gibson Refrigerator 
Co.; WSLA-TV Roanoke; WICS eo 
Il.; KCMC-TV Texarkana; WSAU 
Wausau, Wis, 


Hopalong Cassidy—Hour 
WTOM-TV Lansing;' KTNT-TV Seattle- 
Tacoma; WRC-TV Washington. 


Inner Sanctum 

WDAK-TV Columbus, Ga.; WTVN-TV 
Columbus, O.; KGTV Des Moines; WTOM- 
TV Lansing: WLVA-TV Lynchburg, Gunth- 
er Brewinz Co.; WEEK-TV Peoria; WCAU- 
TV Philadelphia ; KTXL-TV San Angelo; 
KLTV Tyler. 

Life of Riley A 

WMT-TV Cedar Rapids; KGTV Des 
Moines; KIEM-TV Eureka, Heidelburg 
Brewing Co. (Alt. wks.); WSIL-TV Harris- 
burg, Ill.; KBES-TV Medford, Ore., Heidel- 
es Brewing Co. (Alt. wks.); KIVA-TV 


Life of Riley B 

ant Chico; KGTV Des_ Moines; 
WKBT La Crosse; KVTV Sioux City. 
Life of Riley C 

WMT-TV Cedar Rapids; KFBC-TV Chey- 
enne; KHSL-TV Chico; KGMB Honolulu; 
KLAS-TV Las Vegas; KBES-TV Medford, 
Ore., Heidelbur Brewing Co. (Alt. wks.) 
KCSJ-TV Pueblo; KZTV_ Reno, Sewell 
Markets; KVTV Sioux City; KELO-TV 
Sioux Falls, P. Lorillard Co. sponsoring 
in following markets: KSBW-TV Salinas- 
Monterey; KFMB-TV San Diego; KEY-T 
Santa Barbara. 


Paragon Playhouse 

KGTV Des Moines: WTOM-TV Lansing; 
WTVW Milwaukee, Homestead Finance Co.; 
WCCO-TV Minneapolis-St. Paul. 


Victory at Sea 

KRDO- Sunt pny t WFIE-TV 
Evansville; KFBB-TV ‘alls, Montana 
Physicians oe: WTOM-TV_ Lansing; 
] O-TV Lawton; WDBO-TV Orlando, 
Halloran Concrete; WEEK- Peoria 
KPTV pores. Ore.; KTIV Sioux City: 

KOPO-TV Tucson; WSAU-TV Wausau, 





is. 
The Visitor 


KGTV Des Moines; WTOM-TV Lansing: 
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Weehie Minneapolis-St. Paul. 


News Review 
we baltewiite WHO-TV Des Moines; 
WMT WRC-TV Washington: 
RFD. Tv “Wichita Falls. 


OFFICIAL FILMS, INC. 
Colonel March of Scotland Yard 


WFMZ-TV Allentown; WUSN-TV Charles- 
ton, S. C.; WCHS-TV Charleston, W. > 
WFAA-TV Dallas-Ft. Worth; KRCG Jef- 
ferson City, Mo.: KOTV Tulsa; WSAU-TV 
Wausau, is 


My Hero 
W. -TV Allentown; WSB-TV Atlanta; 
KBMT Beaumont; WUSN-TV Charleston, 


S. C.; WNCT Greenville, N. C.; WSAU-TV 
Wausau, Wis.; WSJS-TV Winston-Salem. 


Secret File, U. S. A. 


WFMZ-TV Allentown; WUSN-TV Charles- 
ton, S. C.; WCHS-TV Charleston, W. Va. 
WFAA-TV_ Dallas-Ft. Worth; WGBI-TV 
Scranton; KCEN-TV Temple; KOTV Tulsa; 
WSAU-TV Wausau, Wis.; WSJS-TV Wins- 
ton-Salem. 


The Star and the Sto 
WFMZ-TV Allentown; WRDW-TV Augusta; 
WNAC-TV Boston; WUSN-TV Charleston, 
S. C.: WFAA-TV Dallas-Ft. Worth; WGAL- 
TV Lancaster; WDSU-TV New Orleans 
WEAR-TV Pensacola; WFIL-TV Philadel. 
—~y; WDTYV Pittsburgh, Pa.; WMTV Po- 
Spring : WJAR-TV Providence ; 
WOEM- TV Quincy; KTVT Salt Lake City; 
KOPO-TV Tucson; KOTV Tulsa; WMAL- 
TV Washington; WSAU-TV Wausau, Wis. 


Terry and the Pirates 

WFMZ-TV Allentown; WSB-TV Atlanta; 
oo” Charleston, S. C.; KOPO-TV 
ucson 


Town and Country Time 
WFMZ-TV Allentown; WUSN-TV Charles- 
ton, S. C.; KHJ-TV Los Angeles; WREX- 
TV Rockford; KCMC-TV Texarkana. 


SCREEN GEMS, INC. 
All-Star Theatre 


KALB-TV Alexandria; KTBC-TV Austin, 
Tex.; WINK-TV Ft. Myers; KJEO Fresno, 
Olympia Beer; WSAZ-TV Huntington ; 
WJAR-TV Providence, Serutan Co.; KEDO- 
TV Sioux Falls, Wayne Donahue Furniture 
Co.; KYTV Springfield, Mo. Gallo Wine 
Co. sponsoring in following markets: 
KXLF-TV Butte; KHSL-TV Chico; KIEM- 
TV Eureka; KJEO Fresno; KSBW-TV 
Salinas-Monterey; KEY-T Santa Barbara 

KELO-TV Sioux Falls; KEDD-TV Wichita, 


The Big Playback 

KIEM-TV Eureka, Builder's Supply Co.; 
WINK-TV Ft. Myers. 

Disc Jockey 

KLTV Tyler. 

Jet Jackson 

KFDX-TV Wichita Falls 


Music to Remember 
KELO-TV Sioux Falls. 


Professor Yes ’n’ No 

KELO-TV Sioux Falls. 

Rin Tin Tin 

WNEM-TV Bay City; Watson Ice Cream 

Co. ; WABT Birmingham ; KVAL-TV 

paane, Meadow Land Creamery; KJEO 
esno 


Top Plays of 1955 

KIEM-TV Eureka, Mercer-Frazer Co. & 
F. A. Mathews ry Sons; LO-TV Sioux 
Falls, Wayne Donahue Furniture Co. 


UNITED WORLD FILMS, INC. 


Going Places 
— Indianapolis; WDAF-TV Kansas 
y- 


Headlines on Parade 
WBEN-TV Buffalo. 


Sportecholar 

WAGA-TV Atlanta; WDEF-TV Chattano- 
=: KBES-TV Medord; WGBI-TV Scran- 
on 


Stranger Than Fiction 

KGNC-TV Amarillo; WNAC-TV_ Boston; 
WXYZ-TV_ Detroit; WFBC-TV Greenville, 
Ss. C.; WPTZ Philadelphia: KSD-TV St. 
Louis; KSL-TV: Salt Lake City; KRON-TV 
San Francisco. 


WINIK FILMS CORP. 


Madison Square Garden 


KGGM-TV Albuquerque; KFIA Anchorage, 
Alaska; KFEL-TV Denver; KMID-TV Mid- 
land; WLAC-TV Nashville; CFCM Quebec; 
CBUT Vancouver. 


Film Commercials 


ACADEMY PICTURES, INC. 


Geenptetes : Campbell Soup Co., BBD&O; 
Thomas Fem 3 Inc., Lipton Soup, Y&R; 
Shell © Sit *Co., Walter Thompson; The 
ter & Gamb Je Co., Camay Cold Cream, 
Benton & Bowles; Seeman Bros. Inc., White 
Rose Tea, Cecil & the at & General Foods 
Corp., Gaines Dog Food, Benton & Bowles; 
St. Joseph Aspirin, Lake- -Spiro- -Shurman, 
Inc.; French's Barbecue Sauce, J. Walter 
Thompson. 
In production: Remington Rand, Inc., 
Duchess Electric Shaver, Y&R; Hawley & 
Hoops, Inc., M & M Candies and Chocolate 
Covered Peanuts, Ted Bates; Bristol-Myers 
Co., Bufferin, Sal Hepatica, Y&R; U. S. 
Navy Supply’ Corps; eneral Foods Corp., 
Post Sugar Crisp, Benton & Bowles. 


AMERICAN FILM PRODUCERS 


Completed: Bendix Home Aggtienecs. Duo- 
matic aes machine, Earle Ludgin; Tea 
Council of U. S. A., Leo Burnett. 

In Production: U. 'S. , U. S. Army 
Nurse Corps, Women’s Army Corps, Dancer- 
Fitzgerald-Sample. 


A.T.V. FILM PRODUCTIONS, INC. 


Completed: The Procter & Gamble Co., 
Ivory, Crisco, Gleam, Compton; The Procter 
& Gamble Co., Tide, Benton & Bowles; The 
Procter & Gamble Co., Shasta; Biow; New 
York City Chevrolet Dealers, Compton; 
ereing Drug, Co., — Compton ; ver- 
sharp, Inc ens, 

In production: The _ & Gamble Co., 
Gleem-Fireside Theatre with Gene Ray- 
mond, Compton; The Procter & Gamble 
re Shasta, Biow; Eversharp, Inc., Pens, 

ow. 


FILM CREATIONS, INC. 


Completed: Frank H. Lee Co., Lee Hats, 
Grey Agency; American Oil Co., Institu- 
tional, Joseph Katz Co.; Shwayder Brothers, 
Inc., Samsonite Luggage and Card Tables, 
Grey Agency; Exquisite Form Brassiere, 
Inc., Grey Agency; S. A. Schonbrunn & Co., 
Savarin Coffee, Lawrence Cc. Gumbinner. 

In production: Seeman Bros., Inc., White 
Rose Tea, Cecil & Presbrey; American Oil 
Co., Joseph Katz Co.; Pharmaceuticals, Inc., 
Viragex, Harry B. Cohen; Monarch Wine 
Co., Gold Ribbon Wine, Emil Mogul; Ron- 
zoni Macaroni Co., Emil Mogul; Good 
Grooming Co., Wist Stick, Lawrence C. 
Gumbinner. 


FLETCHER SMITH PRODUCTIONS 


‘In production: Coast Fisheries Division of 


Quaker Oats Co., Puss 'n Boots Cat Food, 
Lynn Baker, Inc.; West End Brewing Co., 
Utica Club Beer, Harry B. Cohen; Grove 
Laboratories, Inc., Fitch Shampoo, Harry 
B. Cohen; B. T. Babbitt, Inc., Glim, Harry 
B. Cohen; Wm. Schluderberg-T. J. Kurdle 
Co., Esskay Meat Products, Van Sant, Dug- 
dale & Co.; Quality Bakers Association, 
Sunbeam Bread. 


PETER ELGAR PRODUCTIONS, INC. 


Comaieted : Gulf Oil Co., No-Nox Gas, Gulf 

Oil, Y&R; Remington Rand, Inc., Electric 
Shaver, Y&R; Simmons Company, Simmons 
Hide-A-Bed, Y&R; R. J. Reynolds Tobacco 
Co., Cavalier Cigarettes, William Esty; 
Grocery Store Products Co., Inc., Kitchen 
Bouquet, B in B Mushrooms, Ted Bates; 
America Chicle Co., Rolaids, Chiclets, Bee- 
mans Gum, Cloves Gum, Ted ‘Bates; Colgate- 
Palmolive Co., Palmolive Soap, Ted Bates: 
The Andrew "Jergens Co., Jergens-Wood- 
bury, Robert W. Orr; American Tobacco 
Co., Pall Mall Cigarettes, » 2 & @& &.: 
Noxzema Chemical Co., Noxzema, S. S. C. 
& B.; Sy Drug Co., Bayer Aspirin, 
Energine, Dr. Lyon's Toothpaste, Dancer- 
Fitzgerald-Sample; Chrysler Corp., Plym- 
outh, N. W. Ayer; American Telephone & 
Telegraph Co., Long Lines Division, N. W. 
yer. 


GOLDSWAN PRODUCTIONS, INC. 
(Soundtracks only) 


Completed: The Coca Cola Co., D'Arcy; 
Armstrong Cork Co., Armstrong Quaker 
Rugs, BBD&O; O-Cell-O Division of General 
Mills, Inc., Sponge Mop, William Esty; 
Colgate-Palmolive Co., Ajax Cleanser, Bryan 
Houston; Nestle Co., Inc., Nescafe, Bryan 
Houston; Chrysler Corp., Chrysler Division, 
McCann-Erickson; National Biscuit Co.. 
McCann-Erickson; Gillette Co., Gillette 
Blades in South America, McCann-Ericksor. 
In production: Nestle Co., Inc., Instant 
Coffee, Bryan Houston; Gillette Co., Toni 
in South America, McCann-Erickson: B. F. 
Goodrich Co., Canvas Shoes, McCann- 
Erickson; Dodge Brothers Corp., Dodge 
Cars, Grant Adv.; Purex Corporation Ltd., 
McCann-Erickson; American Safety Razor 
Corp., Pal Blades, BBD&O. 

(Continued on page 74) 
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gan be your hero! 


Here's the rib-tickling family show that has entertained 
big, BIG network audiences ( National rating of 29.9!)... 
with a sales-success record on everything from 
Automobiles to Beer to Cigarettes. Best of all, “My Hero” 
keeps drawing the crowds even when it 
comes back for bow after bow! 
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Just a few of the sales-alert, bud- 

get-conscious sponsors who have YOU CAN STILL BUY “MY HERO” IN MANY MARKETS 

made “My Hero” their hero: P45 / 

Atlas Fumiture Co... DETROIT .. SOME CYEh TirsT tun. 

Denecnne Bean wnetiine Exe 9 Weeks of half hour top-rated situation comedies with full family appeal. 

Ever Ready Battery Co.......LOS ANGELES 

Chase & Sanb LOS ANGELES } 

~~ Oil LOS ANGELES WeITE! WIRE! PHONE! for full details and merchandising plan for sponsors! 
Supermarket EL PASO 

Holmes Tire Co MADISON 

James Cash LAS VEGAS 

Miami Valley Dairy... DAYTON 

Piggly Wiggly Food... AMARILLO 

Seat Capel M CANADA 25 WEST 45th ST., NEW YORK 36, N.Y. > PL 7-0100 

absorp ce garam Atlanta » Baltimore - Beverly Hills + Boston + Chicago - Dallas + Detroit - St. Louis 

Premier Foods... NEW YORK CITY 

ayn Drug Stores.....NEW YORK CITY AMERICA’S LEADING DISTRIBUTOR OF QUALITY TV FILMS 

cathe Se degemmmmeas ge COLONEL MARCH OF SCOTLAND YARD + MY HERO ~ TERRY AND THE PIRATES 

York Air Conditioning. HUTCHINSON, KAN, TOWN AND COUNTRY TIME + SECRET FILE U.S.A. + THE STAR AND THE STORY 











Researcher’s Endorsement 


The following is a letter written to TELEVISION AGE by A. Edwin Fein, managing 
director of the Research Company of America. Mr. Fein is also the author of the 
famous Brewing Industry Survey, currently in its 13th annual edition, which is widely 
quoted in and by the press. As such, he is considered an expert observer of the 
marketing and advertising trends in the brewing industry. His letter, from which the 
first, introductory paragraph has been omitted here, refers to Putting a head on sales 
which appeared in the October issue: 


In my opinion, the estimate of the advertising expenditure by 


brewers of $125 million annually is a sound appraisal of current activity. 


According to your recent survey, you have estimated that brewers 


are now spending approximately $37 million, or roughly 30 per cent of 
their total promotional budget (on television). 
compare with previous years? 


How does this figure 


During 1950, in response to numerous requests, the Research Com- 


(1) Larger brewers, per barrel 

(2) Medium brewers, per barrel 

(3) Small brewers, per barrel 
Total—all brewers, per barrel 


pany of America conducted a confidential investigation to determine 
where and how brewers were spending their advertising dollars. We re- 
ceived magnificent cooperation from 53 brewers, who furnished us with 
detailed information of their 1948-1949 expenditures. This is what our 
analysis showed on advertising expenditures: 


1949 
$1.27% 
1.03% 1.25% 
1.06% 1.23% 
1.06% 1.264% 


(Note the unusually close correlation between expenditures of brewers in 
each of the three groups shown above. Contrast current expenditures of 
$125 million compared with $21 million spent by brewers during 1940, 
based on a study made by the United States Brewers Foundation.) 


The investigation conducted by Research Company of America 


1948 
Newspapers 21.0 per cent 
Magazines 5.0 
Radio 15.7 
Television 14 
Point of sale 18.2 
Outdoor 23.5 
Miscellaneous 15.2 


during 1950 disclosed the following advertising breakdowns by media: 
1949 


18.0 per cent 
5.0 

18.1 
3.3 

19.1 

22.0 

14.5 


About a year ago, in a talk delivered before the annual convention 


of the National Beer Wholesalers’ Association of America, commenting 
on an Economic and Marketing Analysis of the Brewing Industry, I said: 


“The change in retail selling outlets, with the advent of packaged 


beer and acceptance of malt beverages in the home, could mean the be- 
ginning of a new growth cycle for the industry. 


“That the home market will be favorably influenced and sales volume 


accelerated with the increasing number of television stations and the pro- 
gressively increasing advertising budgets for promotion and merchandis- 


” 


I have always felt, and this opinion has been supported by many 


recent developments and increasing advertising budgets, that television 
offered brewers the most natural medium for the introduction and pro- 
motion of their products in the major markets. 


Since more than three-quarters of all beer produced is sold in pack- 


ages (bottles or cans) and a substantial proportion of this packaged 
volume is actually consumed in the home, the importance of television as 
an advertising medium is too obvious for any detailed or superfluous 
comment. 


The increasing utilization of this medium by brewers reflects their 


recognition of the impact and importance of this type of visual promotion 
operation. 
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Commercials (Cont. from page 72) 


ROBERT LAWRENCE 


PRODUCTIONS INC. 


Completed: Block Drug Co., Amm-i-dent, 
Harry B. Cohen; Campbell Soup Co., Frozen 
Soups, Leo Burnett: The Procter & Gamble 
$=. ae Y&R; Liggett & Myers Tobacco 
& M Cigarettes, Cunningham & 
Waist Necchi Sewing Machine Sales Corp., 
Necchi Sewing Machines, Cecil & Presbrey; 
Norcross, Inc., Norcross Greeting Cards, 
Abbott Kimbail Co.; Olin Industries, Inc., 
Olin Batteries, D'Arcy; Liggett & Myers 
Tobacco Co., Chesterfields, Cunningham & 
Walsh; Proctor Electric Co., Toasters and 
Ironing Boards, Weiss & Geller. 
LOUCKS & NORLING STUDIOS, INC. 
Completed: Goodvear Tire and Rubber Co., 
Inc., Y&R; Simplicity Patterns, Inc., Dress 
Patterns, Grey Agency. 
In production: Goodyear Tire and Rubber 
Co., Inc., Y&R. 


PUNCH FILMS, INC. 


George Krueger Brewin Co., Krueger 

Beer, Grey Agency; Philli s-Jones Corp. 

Van Heusen Shirts; CBS Television, “ r. 
0 


SCREEN GEMS, INC. 


Completed: National Biscuit Co., K&E; 
Warner-Hudnut, Ine., Richard Hudnut 
Products. K&E; Shick, Inc., Electric 
Razors, Kudner, Sunshine Biscuit, Inc., 
Cunningham & Walsh: American Tobacco 
Company, Lucky Strike, BBD&O; Piel 
Bros.. Piel’s Beer, Y&R; Lo-Calory Food 
Co.. R.D.X., Harry B. Cohen; V. La Rosa 
& Sons, Inc., Macaroni Products, Kiesewet- 
ter, Baker. Hagedorn & Smith; Serutan 
Co., Geritol, Edward Kletter Associates; 
Radio Corporation of America, RCA Tv 
Sets, K&E: Cities Service Co., Ellington & 
Co.; The Wander Co., Ovaltine, Tatham- 
Laird. 


WILBUR STREETCH PRODUCTIONS 


Completed: Potter Drug & Chemical re. 
Cuticura, Atherton & Currier; Avon Prod- 
ucts, Inc., Avon Cosmetics, (Spanish ver- 
sion) Monroe F. Dreher, Inc. 

In production: Ritchie & Janvier, Inc., Eno, 
Atherton & Currier. 


TRANSFILM, INC. 


Completed: The Dow Chemical Co., Saran 
Wrap, MacManus, John & Adams; General 
Electric Co., tv-radio sets, Maxon; The Proc- 
ter & Gambie Co., Ivory Soap, Compton ; R. J. 
molds Tobacco Co., Camel Cigarettes, 
Willian, Esty; Robert Hall Clothes, Inc., 
an B. Sawdon; O-Cel-O Division of Gen- 
eral Mills, Inc., 0-Cel-O sponges, William 
Esty; Edward ‘Small Productions, Trailers 
for Down 3 Dark Streets; Goebel Brewing 
Co., Brooke, Smith, French & Dorrance. 


TV SPOTS, INC. 


Completed : a Morrell & Co., Red Heart 
Dog Food. W. Ayer; Scudder Food 
Products, heute Scudder Foods, BBD&O 

Altes Brewing Co., Altes Beer, W. B. Doner 
& Co.; Buckeye Brewing Co., Buckeye Beer, 
Clark & Bobertz; Hotpoint Co., Maxon; 
Sicks’ Seattle Brewing & Malting Co.. 
Rainier Beer, Miller & Co.; John Guedel 
Productions, People Are Funny opening; 
Mattell, Inc.. Mattell Toys, J. Walter 
Thompson ; Thomas J. Lipton, Inc., Lipton 
Soup Mix. Y&R: National’ Van’ Lines, 
Geoffrey Wade; Chrysler Corp., Shower 
of Stars opening, Climax, opening, McCann- 
Erickson; Ford Dealers of Southern Cali- 
fornia, Ford Cars, J. Walter Thompson; 
National Broadcasting Co., Changeover in 
Station Call Letters; Paper-Mate, Inc., 
Foote, Cone & Belding. 

In production: Household Finance Co., 
Reothem. Louis & Brorby: Hoffman Radio 
Corp., Tv Sets, Anderson-McConnéll: Time, 
Inc., Life Magazine. Y&R; Rosefield Pack- 
ing Co., Skippy Peanut Butter, Guild, 
Bascom & Bonfigli. 


UNITED PRODUCTIONS OF 


AMERICA 


Completed: P. Lorillard Co.. Old Gold 
Cigarettes, Lennen & Newell; Emerson 
Drug Co., Bromo Seltzer, Lennen & Newell; 
The Mennen Co., Skin Bracer, Deodorant, 
K&E; Advertising Council, ‘Future of 
America,’"’ McCann-Erickson; B. T. Babbitt 
Co., Bab-O, Dancer-Fitzgerald- -Sample; 
General Foods Corp.. Jell-O Instant Pud- 
dings; Remington Rand. Inc., Electric 
Shavers, Robert Otto & Co. 

In production: American Safety Razor Co., 
Pal Blades. BBD&O: Radio Cornoration of 
America, RCA Tv sets. K&E: The Procter 
& Gamble Co., Tvorv Flakes, Compton: Na- 
tional Biscuit Co., Nabisco, McCann-Erick- 
son: Ford Foundaiton. Omnibus opening; 
CBS Television, CBS Eve; National Broad- 
casting System, Spot Announcements. 
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FORT WAYNE 
e S 3 


Now WKZO.-TV (Channel 3) has 100,000 watts of power — 


now has a new 1000-foot tower — now offers you 514,000 families 
within its grade B coverage area! 


So NOW more than ever, WKZO-TV can help you go over 


the top in Western Michigan! 





wary ty 


She Pelye  Hlations 
WKZO — KALAMAZOO 

WKZO.-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 

KOLN-TY — LINCOLN, NEBRASKA 


Associated with 
WMBD — PEORIA, ILLINOIS 
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100,000 WATTS VIDEO @ CHANNEL 3 @ 1000’ TOWER 


WKZO-TV 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 














Report by Markets, 
November, 1954 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further regarding the 
figures and their sources, contact the 
stations. Stations equipped to carry 
color listed with 
the number of color sets in each mar- 


information 


network or local 


ket, where such figures are available. 
Asterisks indicate stations equipped 


for color but where set numbers are 


not available. Italics indicate stations 
not yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 
listed. 


City Station Vnt 
ALABAMA _ 
WABT 293,120 _ 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, c. m. 
WBRC-TV 286,494 50 
J. Robert Kerns. v.p. & mng. d4.; 
Oliver V. Naylor, gen. sls. m. 
WMSL-TV 17,800 _ 
Frank Whisenant, p.; Bill Guy, m 
WTVY—9 Dec. '54 
WALA-TV 386,000 
Robert H. Moore, g. m.; 
Johnson, ¢c. m. 
WCOV-TV 37, 800 _ 
Hugh M. Smith, g. m.; Morris 
South, sls. m. 
WSFA-TV—12 Nov. °54 


Unf Color 


Birmingham 


Decatur 


Dothan 


Mobile _ 
Herbert 


Montgomery 


ARIZONA 

KVAR (see Phoenix) 

KOOL-TV 99,108 

Charles H. Garland, g. m.; 
liam J. Connelly, c. m. 

KPHO-TV 99,814 

Richard Rawls, g. m.; Al Larson, 
ce. m. 

KVAR 98,108 

Dick Lewis, p. & m.; Bill Harvey, 
v.p. & c m. 

KOPO-TV 30,226 _ 

E. 8S. Mittendorf, g. m. 

KVOA-TV 30,226 _ 

R. B. Williams, g. m.; Bill 
Harvey, c. m. 

KIVA-TV 22,764 

Arthur L. Fszol, g.m.; Robert H. 
Harker, st. m. 


Mesa 


Phoenix _ 
Wil- 


Tucson 


Yuma 


ARKANSAS 
KFSA-TV . 
Weldon Stamps, g. m.; 

Hundley, sis. m. 
KNAC-TV—S Jan. °55 
KARK - 77,233 
T. K. Barton, v.p. & g. m. Lee 

Bryant, c. m. 

KATV (see Pine Bluff) 
KATV 77,233 
John H. Fugate, g. m.; Bruce B. 

Compton, nat. sls. m. 
KCMC-TV (see Texarkana, 

Ark.) 


Fort Smith = 
Roland 


Little Rock 


Pine Bluff 


Texarkana Tex.- 


CALIFORNIA 
KBAK-TV _ 80, 000 _ 
A. H. Constant, m.; Frank Beaz- 
ley, sis. m. 
KERO-TV 128,595 100 
Gene DeYoung, p. & g. m.; Ed 
Urner, sis. m. 


KHSL-TV 48,962 


Bakersfield 


Jerry 


M. F. Woodling, st. m.; 
Pero, sis. m. 





TELEVISION AGE 
Set Count: 


City 
Eureka 


Fresno 


Los Angeles 


Monterey 


Sacramento 


Salinas 


San Diego 


San Francisco 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


Tulare 


Colorado 
Springs 


Denver 


Grand 
Junction 


Station Vht Uhf Color 
KIEM-TV 17,500 _— 
William B. Smullin, p.; Donald 


H. Telford, v.p. 


KJEO 142,796 _ 

J. E. O'Neill, p.; Joe C. Drilling, 
v.p. & bus. m. 

KMJ-TV 119,500 _ 

Perry Nelson, st. m.; Wilson 
Lefler, c. m. 

KABC-TV 1,901,124 oad 

Amos T. Baron, g. m.; Elton 
Rule, gen. sis. m. 

KCOP 1,901,124 _ 

Jack Heintz, v.p. & g. m.; David 
E. Lundy, gen. sis. m. 
KHJ-TV 1,901,124 — 

John T. Reynolds, g. m.; Howard 


L. Wheeler, sis. m. 


KRCA 1,901,124 ‘— 
Thomas C. McCray, g. m.; James 
Parks, sls. m. 

KNXT 1,993,200 271 
James T. Aubrey, Jr., g. m.; Ed- 
mund C. Bunker, gen. sis. m. 
KTLA 1,901,124 — 
Klaus Landsberg, v.p.; Robert 

Mohr, sls. m. 
KTTV 1,901,124 _ 
Rich:rd A. Moore, g. m.; John 
R. Vrba, gen. sis. m. 
KMBY-TV 492,371 _ 
Kenyon Brown, p.; S. M. Aston, 
m. 
KCCC-TV 106,500 —_ 
Ashley L. Robison, M.; Al Rich- 
ards, nat. sls. m. 
KSBW-TV 492,371 _ 
John Cohan, g. m.; W. M. Cates, 
asst. m. 
KFMB-TV 245,167 _— 
George Whitney, g. m.; Ralph E. 


McKinnie, nat. sis. m. 
KFSD TV 245,167 —_ 
John C. Merino, st. m.; Leon N. 
Papernow, sis. m. 


KGO-TV 1,005,960 = 

Vincent A. Francis, m.; David 
Sacks, sls. m. 

KPIX 1,005,960 150 

Philip G. Lasky, g. m.; Lou 
Simon, c. m. 

KRON-TV 1,005,960 150 

Harold P. See, st. m.; Norman 


Louvau, sls. m. 

KSAN-TV 97,000 _ 
Norwood J. Patterson, g. m.; Al 
Storm, c. m. 

KVEC-TV 75,169 = 

Les Hacker, g. m.; Si Darrah, 
ce. m. 

KEY-T 453,692 
Colin M. Selph, p.; 
ruth, sis. m. 

KOVR 964,149 — 

A. E. Joscelyn, v.p. & g. m.; 

Joseph G. Fisher, coml. sls. m. 

KTVU - 112,000 _ 

D. M. Greene, g. m. 

KVVG 175,000 — 

Sheldon Anderson, g. m.; Bob 
Hill, sis. m. 


R. Hill Car- 


COLORADO 
KKTV 51,615 _— 
James D. Russell, p. & 

Robert D. Ellis, 

sis. d. 
KRDO-TV 32,000 — 
Harry Hoth, p., g. m. & sis. m. 
KBTV 237,198 _— 
Joseph Herold, st. m.; James F. 

Brown, nat. sis. m. 
KFEL-TV 237,198 
Gene O’Fallon, g. m.; Bob Hart, 

c. m. 

KLZ-TV 237,198 _— 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, sls. m. 
KOA-TV 237,198 
Don Searle, g. m.; 
MacCrystall, sis. m. 
KFXJ-TV 5,300 — 
Rex Howell, p. & g. m.; E. An- 

son Thomas, v.p. chg. sls. 


15 
William F. 





















New Stations 


KFVS-TV (12) Cape Girardeau, 
Mo., started Oct. 3. Affiliate: CBS 


primary. Oscar C. Hirsch, owner-genl. 


mgr. Pearson, representative. Stock- 
holders: Oscar C. Hirsch, _ pres., 
98.66%; Geraldine F. Hirsch, v.p., 


.66%; David E. Hoche, secy., .66%. 

WBTW (8) Florence, S. C., started 
Oct. 18. Affiliate: CBS, DuMont, NBC. 
J. William Quinn, managing director. 
CBS Television Spot Sales, representa- 
tive. Ownership: Jefferson Standard 
Life Insurance Co. (WBTV Charlotte) , 
100%. 


KLTV (7) Tyler-Longview, Tex., 
started Oct. 14. Affiliate: NBC, ABC. 
Marshall H. Pengra, genl. mgr. Pear- 
son, representative. Ownership: Lucille 
Ross Lansing, 100%. 

KAKE-TV (10) Wichita, Kan., 
started Oct. 16. Affiliate: ABC. Mark 


H. Adams, pres. Hollingbery, repre- 


sentative. Stockholders: Mark H. 
Adams, pres., 12.5%; Robert B. Doc- 
kum, secy., 10%; Charles Jones, 
treas., 12.5%; H. E. Zoller, v.p., 24% ; 
Owen Coe McEwen, 10%; Dwight 
Merle Rounds, 10%; Jack Todd, Har- 
old Newby, Graeme Fletcher and 


Martin Umansky, each holding 3% 
option. 





City 
Pueblo 


Station Vht Unf Color 

~KCSJ-TV 48,587 — 

Douglas D. Kahle, p. & g. m.; 
John Henry, sis. m 


CONNECTICUT 
wicc-TV 72,340 _— 
Philip Merryman, p. & g. ™.; 
Manning Slater, sis. m 
WGTH-TV 203,670 — 
Fred W. Wagenvood, g. m.; John 
M. Kinsella, gen. sls. m 
New Britain WKNB-TV 219,422 _ 
Peter B. Kenney, g.m.; David 
Scott, nat. sls. m. 
New Haven WNHOC-TV 702,032 155 
Edward C. Obrist, st. m.; J. 
Vincent Callanan, sis. m. 
WATR-TV 156,000 _ 
S. R. Elman, st. & sis. m. 


DELAWARE 
WDEL-TV 223,029 3 
Barton K. Feroe, st. m.; J. 
Robert Gulick, nat. sls. m. 


DISTRICT OF = 
Washington WMAL-TV 600 

Frederick 8. Houwink, g-m. ; Neal 
J. Edwards, sis. m. 

WRC-TV 636,000 _— 

Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sis. 

WTOP-TV 600,000 _— 

George E. Hartford, v.p. chg. tv; 
Robert Bordley, gen. sis. m. 


Bridgeport 


Hartford 


Waterbury 


Wilmington 


WTTG 612,000 _ 
Leslie G. Arries, Jr., g§. ™.; 
George Griesbauer, sls. m. 
FLORIDA 
Daytona Beach WMFJ-TV—2 July °SS 
Fort WFTL-TV 148,000 _- 
Lauderdale Noran E. Kersta, g. m.; G. F. 


Bauer, sis. m. 
(Continued on next page) 
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Set Coun t (Continued) 


| 
City F Station Vht Unf ‘Color | 
WITV 175,000 > | 
Arthur L. Gray, g. & nat. sls. 
WINK-TV 8,789 
A. J. Bauer, g. & sis. m. 
WJHP-TV — 
T. 8S. Gilchrist, Jr., g. m.; Wil- 
Fraker, sis. m. j 
WMBRE-TV 261,000 10 
Glenn Marshall, Jr., p.; Charlie 
Stone, v.p. chg. sls. 
WOBS-TV—30 Jan. ‘5S 
WTvi 265,800 40 
Lee Ruwitch, ex. v.p. & g. m. 
John S. Allen, v.p. & gen. sls. | 
m. 
WMIE-TV—27 Jan. SS | 
WDBO-TV 60,000 _ | 
| 
| 


Fort Myers 
Jacksonville 


Harold P. Danforth, p. & g. m.; 
John Thorwald, sis. d. 

wsDM 12,000 

Mel Wheeler, g. m.; 
Reyna, nat. sis. m. 

WEAR-TV 175,000 _ 

Mel Wheeler, 
de Reyna, 


Panama City = 
Milt de 


p. & g. m.; Milt 


asst. gen. m. 
26,273 — | 
Cc. W. Lamar, Jr., p.; F. E. | 
v.p. & g.m. | 
WSUN-TV 85,000 _ 
George D. Robinson, st. m.; Mrs. 
Vera New, c.m. 
WFLA-TV—8 Feb. °SS 
WIRK-TV 33,700 — 
Joseph S. Field, Jr., p. & g.m. 
WINO-TV 216,000 20 | 
Walter L. Dennis, g.m.; W. F. 
Housner, sis. m. 
WEAT-TV—12 Nov. '54 


St. 
Petersburg 


Tampa 
West Palm 
Beach 


GEORGIA 
WALB-TV 45,000 
James H. Gray, Pp.; 

Wagon, g.m. 
WAGA-TV 456,190 
Glen C. Jackson, mng. d.; 


Albany om 
Tom Still- 


Atlanta 50 
John 


W. Collins, Jr., st. =m. 


*INDUSTRY’S BOOMING HERE. Top companies 
like Durkee, Armstrong, Ralston have opened 
new plants in middle Georgia in past five years. 
*NEW CATTLE COUNTRY. Cattle now a giant 
source of income for Middle Georgia farmers. 
*POPULATION HAS DOUBLED. Census figures show 
metropolitan Macon has double population since 
1940. Middle Georgia attracts more people—be- 
cause it gives them more purchasing power! 
Write for free brochure 
on Macon market and 


WMAZ-TV specifica- 
tions, rates, etc. 


MACON, GEORGIA - CHANNEL 13 


CBS, DUMONT & ABC NETWORKS 
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COME TO MACON to cash in 
on the steadily growing Middle Georgia market 


City 


Augusta 


Columbus 


Macon 


Rome 
Savannah 


Thomasville 
Valdosta 


Boise 


Idaho Falis 


Pocatello 
Twin Falls 


Belleville 


Station 


Ask your AVERY-KNODEL man 


vVnt Unf Color 
WLW-A 330,000 _ 
William P. Robinson, p. g.m.; 
Bernard I. Ochs, gen. sls. m. 
WSB-TV 413,235 
John M. Outlier, Jr., 
us Bartlett, st. m. 
WIBF-TV 106,284 _ 
D. M. Kelly, Jr., v.p. & g.m.; 
Law Epps, sis. m. 
WRDW-TV 104,054 
W. Ray Ringson, g.m.; James w. 


g.m.; Marc- 


Hicks, mng. d. 
WDAK-TV 64,441 _— 
E. F. MacLeod, st. m.; Ed. J. 
Hennessy, c.m. 
WRBL-TV 74,327 _ 
Jim Woodruff, Jr., p. & g.m.; 


Walter Graham, c.m. 
WMAZ-TV 81,588 _ 


Wilton E. Cobb, g.m.; Frank 
Crowther, c¢.m. 
WNEX-TV 


34,662 _- 

Al Lowe, v.p.; Carl M. Williams, 
¢.m. 
WROM-TV 134,290 
Edward McKay, 

Doss, cm. 
WTOC-TV 53,126 
W. T. Knight, Jr., 

Ben Williams, c.m. 
WCTV—6 Jan. 'S5 
WGOV-TV—37 Jan. ’55 


g.m.; Charles 


p. & g.m.; 


ID. 

KBOI 36,500 — 
H. Westerman Whillock, g.m.; 
Earl Glade, Jr., st. & c¢.m. 
KIDO-TV 35,800 _ 
Walter E. Wagstaff, v.p. & g.m.; 

Barry Tucker, sls. m. 
KID-TV 30,200 
Cc. N. Layne, g.m.; Claude Cain, 
sls. m. 
KIFT—8 Nov. °54 


KWIK-TV—6 Nov. °54 

KLIX-TV—11 Early °55 
ILLINOIS 

WTVI 290,000 _ 


John D. Scheuer, Jr., ex v.p. & 
g.m.; James R. Bonfils, sls. m. 








— AND ONLY WMAZ-TV GETS IT ALL! 

* serves nearly 34 million people in area never fully 
penetrated by TV. 

¢ beams the only good signal received by 80% of the 
people, accounting for 81% of the retail sales! 


* now on full authorized power — selling a market 
greater than ever before! 















City 





Bloomington 


Champaign 


Chicago 


Danville 


Decatur 


Harrisburg 


Peoria 


Quincy 


Rockford 


Rock Island 


Springfield 


Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 














Station Vht Unt Color 

WBLN-TV 113,242 

Jerrell Henry, g.m.; John Spahr, 
¢.m. 

WCIA 307 


,000 _ 
A. C. Meyer, p.; Guy Main, sls. 
m. 
WBBM-TV 2,010,000 1,000 
H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sls. m. 
WBKB 2,010,000 
Sterling C. Quinlan, 
Beach, sls. m. 
WGN-TV 2,010,000 
Frank P. Schreiber, 
dore Weber, sls. d. 


v.p.; James 


g. m.; Theo- 


WNBQ 2,010,000 1,200 

Jules Herbuveaux, g.m.; C. V. 
Dresser, sis. d. 

WDAN-TV 35,000 _ 


Max Shaffer, st. m.; John Eckert, 
sls. 
140,000 _ 


WTVP 
Stephen w. Pozgay, g.m.; 


Saunders A. Devine, c.m. 
WSIL-TV 20,000 od 
Oscar L. Turner, p. 

WEEK-TV 173,140 * — 

Fred C. Mueller, g.m.; William 
Flynn, sis. m. 

WTVH-TV 130,00 _ 

John Leslie, g.m. 

KHQA-TV 124-272 _ 

Walter Rothschild, g.m.; Wayne 

Cribb, nat. sls. m. 

WGEM-TV 124,000. _ 
Joe Bonansinga, g.m.; James E. 

Muse, ¢.m. 

WREX-TV 219,257 _- 
Joseph M. Baisch, g.m.; Jack 

Mazzie, prog. 4d. 

WwTtvo 96,400 _ 
Harold Froelich, g.m.; Edward 
Ruppe, loc. sis. m. 


WHBF-TV 268,947 - 

Leslie C. Johnson, v.p. & g.m.; 
Maurice Corken, sls. d. 

WwIcs 85,000 —_— 

Milton D. Friedland, m.; Warren 


King, ¢.m. 
INDIANA 
WTTV 559,657 100 
Robert Lemon, g.m.; Norman 
Cissna, asst. m. & sls. d. 
—WSJIV 132,000 _ 
John F. Dille, Jr., p.; John J. 
Keenan, c.m. 
WFIE 73,208 _ 
Ted M. Nelson, g.m.; Shaun 
Murphy, sis. m. 
WEHT (see Henderson, Ky.) 
WKJG-TV 93,657 _ 
Edward G. Thoms, v.p. & g.m.; 
Carleton B. Evans, c.m. 
WIN-T (see Waterloo) 
WFBM-TV 663,000 50 
Harry M. Bitner, Jr., p. & g.m.; 


William L. Kiley, v.p. chg. sls. 
WISH-TV 663,000 _— 
Cc. Bruce McConnell, p.; Robert 

B. McConnell, v.p. & g.m. 
WFAM-TV 65,000 _ 
O. E. Richardson, p.; Herbert E. 

Nelson, m. 


WLBC-TV 76,400 _ 

W. F. Craig, v.p. & c.m. 

WSBT TV 197,733 25 

Neal B. Welch, g.m.; Robert H. 
Elrod, nat. sls. m. 

WTHI-TV 144,267 _— 

J. M. Higgins, g.m.; Lou Froeb, 


c.d. 
WIN-T 100,590 _— 
Ben B. Baylor, Jr., v.p. & g.m.; 
Robert C. Currie, Jr., prog. m. 


IOWA 
WOI-TV 247,590 
Richard B. Hull, 

Mulhall, oper. m. 
KCRG-TV_ 116,333 _ 
Wade S. Patterson, g. & sis. m. 
WMT-TV 116,090 
William B. Quarton, v.p. & g.m.; 
Lewis Van Nostrand, sls. m. 
WOC-TV 264,811 _ 
Ernest C. Sanders, res. m.; Mark 
Wodlinger, res. sls. m. 


> — 


g-m.; Robert C. 


KGTV 76,500 _ 
W. C. Bridges, p.; Leo Howard, 
g.m. 
WHO-TV 286,000 _— 
Col. B. J. Palmer, p.; Paul A. 
Loyet, v.p. & res. m. 
KQTV 42,100 — 
Ed Breen, g.m. 
(Continued on page 80) 




















TOAST OF THE TOWN 

DISNEYLAND 

KRAFT THEATER 

GOODYEAR PLAYHOUSE 

PHILCO PLAYHOUSE 

SHOWER OF STARS 

CLIMAX 

GODFREY’S TALENT SCOUTS 

THE MEDIC 

20 QUESTIONS 

I'VE GOT A SECRET 

DINAH SHORE SHOW 

SAMMY KAYE SHOW 

PERSON TO PERSON 

OUR MISS BROOKS 

GEORGE GOBEL SHOW 

PGH. PIRATE BASEBALL 

DUQUESNE BASKETBALL 

NCAA FOOTBALL 

GAME OF THE WEEK sme) -18) fej 5 

SATURDAY NIGHT FIGHTS Pt 
MONDAY NIGHT FIGHTS A ; 

BUD WILKINSON’S SPORT SHOW : 

CAMEL NEWS CARAVAN 

YOU ASK FOR IT 

YOU ARE THERE 

PEPSI-COLA PLAYHOUSE Po 

WALTER WINCHELL h ST. A TION : h 
MARTHA WRIGHT SHOW t e WwW Ut 

GENERAL ELECTRIC THEATER Se ia 


L— 7 
IT’S A GREAT LIFE TH te ) SHOW, 99 
BADGE 714 | 4 
. _ a 


MASQUERADE PARTY 
TREASURY MEN IN ACTION 
STOP THE MUSIC 

NAME’S THE SAME 

STRIKE IT RICH 











in the nation’s 8th major 


BIG TOWN market WENS leads the 
EVERSHARP THEATER way with network program- 
DOLLAR A SECOND : a eles int t 
oom ing and viewing interest. 

THE VISE 


BOB CROSBY SHOW 


ABC :-cCBS:- NBC 








Represented nationally by Edward Petry & Co., Inc. 
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KEDD: 


Local Programs 
have 











é 
Gene McGehee’s FRIDAY 
NIGHT DANCE PARTY 


has an average Mail Pull of 


more than 1,000 pieces 


every week. 


More factual proof that 
KEDD‘s local programming is 
way out in front, in showman- 
ship and production know-how. 


“’ Dance Party “’ and KEDD’s 
other special features give 
you the most in home impact 
and increased sales on a local 
level 








See Petry for 


National or 





















Regional 
Participation. 
Represented by MILLION 
Eig atte) \ WATTS 


& Co., Inc. 


NBC WICHITA, KANS“S 




















Set Count (Continued from page 78) 


City 
Mason City 


Sioux City 


Waterloo 


Hutchinson 


Pittsburg 


Topeka 


Wichita 


Henderson 


Lexington 
Louisville 


Alexandria 


Baton Rouge 


Lake Charles 


Monroe 


New Orleans 


Shreveport 


Bangor 


Lewiston 


Poland Spring WMTW 


Portiand 


Baltimore 


Salisbury 


Adams 
(Pittsfield) 


Station Vht 
~ KGLO-TV 107,532 
Herbert R. Ohrt, ex. v.p. &@ em; 
Walter Rothschild, nat. sls. m. 
KTIV 
Dietrich Dirks, p. & g.m.; Doug- 
las Hough, sls. m. 
KVTV 117,167 — 
Robert R. Tincher, g.m.; Donald 
D. Sullivan, adv. d. 
KWWL-TV 127,635 — 


Unf _Color 





R. J. McElroy, p. & g.m.; Don 
E. Inman, sls. d. 
KANSAS 
KTVH 147,103 _— 


Howard O. Peterson, g.m.; E. W. 
Dallier, sls. m. 
KOAM-TV = 67,521 oo 
R. E. Wade, g. & sis. m. 
WIBW-TV 367,914 
Ben Ludy, g.m.; 
tv m. 
KAKE-TV 
Mark H. 
Umansky, 
KEDD 124,311 — 
John North, v.p. & g.m.; Bob 
Paxson, c. sls. m. 


ll 
Art Holbrook, 





Adams, Martin 


g.m. 


P.; 


KENTUCKY 
WEHT 61,417 
Cecil M. Sansbury, g. & c.m. 
WLEX-TV—18 Dec. '54 
WAVE-TV 404,538 *— 
Nathan Lord, g.m.; Ralph Jack- 

son, sls. m. 
WHAS-TV 
Victor A. Sholis, d.; 
Gillen, sls. d. 


WQXL-TV—41 





Albert J. 


Early °55 
LOUISIANA 

KALB TV 

W. H. Allen, p.; W. 

WAFB-TV 

Tom E. Gibbens, 

WBRZ—2 

KPLC-TV —— 

T. B. Lanford, p.; 
g.m. 

KTAG-TV 

James W. 
Henley, sls. m. 

KNOE-TV 166,000 25 

Paul H. Goldman, v.p. & g.m.; 
Jack Ansell, Jr., sls. & prom. 
m. 

WDSU-TV 258,412 25 

Robert D. Swezey, ex. v.p. & 
g.m.; A. Louis Read, v.p. & 
¢.m. 

WIMR-TV 101,887 — 

George A. Mayoral, ex. v.p.; 
James E. Gordon, v.p. & g.m. 

WCKG—26 Late °54 

KSLA 

Deane R. Fiett, oe. m3 
Kornrumph, sls. m. 





L. Cobb, g.m. 
75,000 _— 
v.p. & g.m. 
Jan. °55 


David Wilson, 


22,200 _ 


Lucas, g.m.; Quitman 


‘Harry 


MAI 
—" TV 76,245 — 
P. Gorman, Jr., g.m.; 
Milton Chapman, loc. sls. m. 


Ww-TWO 





Rudy 


Murray Carpenter, g.m.; 
Marcoux, bus. m. 
WLAM-TV 21,332 _ 


Eldon H. Shute, Jr., p. & st. m.; 
Gerald T. Higgins, adv. d. 





John H. Norton, Jr., v.p. & g.m.; 
Paul Tiemer, sls.m. 

WCSH-TV 126,729 25 

Jack S. Atwood, st. & sls. m. 

WGAN-TV 100,000 


——k E. Gatchell, v.p. & 
; Richard E. Bates, sls. m 
weet 47,000 _ 
George E. Curtis, Jr., st. m.; 
Gerald Higgins, c.m. 
MARYLAND 
WAAM 561,099 26 
Ken L. Carter, g.m.; Armand 
Grant, sls. d. 
WBAL-TV 561,099 100 


Leslie H. Peard, Jr., st. m.; F. 
W. Cardall, bus. m. 

WMAR-TV 561,099 47 

E. K. Jett, v.p. & tv d.; Ernest 
A. Lang, sis. m. 

WBOC-TV —_— 

John W. Downing, p.; Charles 7. 
Truitt, g.m. 


MASSACHUSETTS 
MGT 


Ww 135,541 — 
John T. Parsons, m. 





City 
Boston 


Brockton 
Cambridge 
(Boston) 


Springfield 


Worcester 


Ann Arbor 


Bay City 


Cadillac 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Marquette 
Saginaw 


_Traverse City 


Austin 


Duluth 
(Superior) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Jackson 


Meridian 


Cape 
Girardeau 


Station Vht Uhf Color 

~ WBZ-TV 1,210,581 64 

W. C. Swartiey, g.m.; C. H. 
Masse, sis. m. 

WNAC-TV 1,210,581 _— 
Linus Travers, ex. v.p. & g.m.; 
George Steffy, v.p., tv oper. 

WHEF-TV—62 Late '54 

WTAO-TV 154,800 _ 

Theodore B. Pitman, Jr., g.m.; 
Richard H. Gourley, Jr., sis. m. 


WHYN-TV 148,000 _ 
Charles N. DeRose, g.m.; Patrick 
J. Montague, c.m. 


WwWwLe 148,000 _ 
Alan C. Tindal, v.p.; Howard S. 
Keefe, prom. m. 
WWOR-TV 61,624 6 
Ansel E. Gridley, v.p. & g.m.; 
Leonard Corwin, c.m. 
WAAB—20 Late °54 
MICHIGAN 
WPAG-TV 20,500 —_ 
Edward F. Baughn, v.p. & g.m.; 


Kenneth H. MacDonald, sls. m. 


WNEM-TV 289,793 _— 

John H. Bone, g.m. & c¢.m. 

Wwwtv 62,410 —_ 

L. T. Matthews, g.m.; John F. 
Cundiff, sls. m. 


WJIBK-TV 1,468,400 
Gayle V. Grubb, 


200 
v.p. & mng. d.; 


Harry R. Lipson, asst. mng. d. 
WW4J-TV 1,286,882 120 
Edwin K. Wheeler, g.m.; Wendell 

Parmelee, nat. sls. m. 
WXYZ-TV 1,308,200 — 
James G. Riddell, p. & g.m.; 

John F. Pival, v.p. chg. tv. 
WJRT—12 Late '54 
WOOD-TV 455,596 20 
Willard Schroeder, g.m.; Arthur 

M. Swift, gen. sls. m. 
WKZO-TV 514,400 500 
Carl E. Lee, mng. d.; Donald 

DeSmit, sls. m. 

WJIM-TV 404,180 258 
Harold F. Gross, p.; Howard K. 

Finch, v.p. 

WTOM-TV 55,000 _ 
Thomas B. Shull, p. & g.m.; 

Roger Underhill, sls. m. 
WAGE-TV—6 Late °54 
WKNX-TV 100,000 _ 
William J. Edwards, p. & g.m.; 


Robert M. Chandler, c.m. 
WSBM-TV—S1 Late ‘54 
WPBN-TV 20,000 
Les Biederman, p. & g.m.; R. E. 

Detwiler, c.m. 


MINNESOTA 

KMMT 95,951 

Tom Steensland, acting m. & sis. 
m. 

KDAL-TV 67,900 

Dalton LeMasurier, g.m.; Odin s. 


Ramsland, c.m. 
WDSM-TV 70,000 _ 
Rodney Quick, g.m.; Martin 
Olson, sis. m. 
KSTP TV 511,000 100 
Stanley E. Hubbard, p. & g.m.; 
Karl Plain, nat. sis. m. 
WCCO-TV 511,000 150 


F. Van Konynenburg, ex. v.p. 
& g.m.; Robert N. Ekstrum, 
sls. m. 

WMIN-TV 487,910 — 

Larry Bentson, p.; Frank De- 
vaney, v.p. chg. sls. 

WTCN-TV 487,910 _— 

Joseph L. Merkle, g.m.; Dave 


Cole, sls. m. 


KEYD-TV—9 Jan. ’°S55 

KROC-TV 80,000 os 

G. David Gentling, g.m.; Warren 
Miller, gen. sls. m. 
MISSISSIPPI 

WCBI-TV—4 Early ’55 

WITV 59,305 10 

Jay Scott, g.m.; Frank Willis, 
¢.m. 

WLBT 98,472 25 

Fred. L. Beard, g.m.; Frank 
Gentry, sls. m. 

WSLI-TV 95,000 _— 

Owens F. Alexander, tv oper. m.; 
Evan Hughes, c.m. 

WTOK-TV 44,300 


Robert F. Wright, m.; W. B. 


Crooks, Jr., sls. m. 


MISSOURI 
KFVS-TV 
Oscar C. 





Hirsch, p. > 
(Continued on page 82) 














The “Miracle” at OV IBZ = FP Wack on the air 


less than 9 hours after Hurricane Carol 
toppled our tower 
... at full power in less than 28 days 




















Ca 
DATE 
TUESDAY, AUGUST 31 = . . . . Hurricane Carol crashes 659 foot tower of WBZ-TV athwart studio building and 
Soldiers Field Road. (Four additional TV towers and six radio towers in New England 
also damaged or destroyed.) 
- Harvard University announces its Blue Hills Observatory, 10 miles from WBZ-TV, 
has recorded the blast of wind that destroyed tower at 125 miles per hour. 
. Robert Thompson, Maintenance Supervisor for Boston Westinghouse Stations, starts 
rehabilitation operation. 
- 100 men, operating three heavy cranes and eight steel cutters, begin to remove debris. 
. Tower removed from Soldiers Field Road by snowplows. 
iz Debris removed from diesel engine and generator to permit station to operate on 
emergency power. 
. First of engineers from other Westinghouse stations and plants of Westinghouse Electric 
Company arrive. 
. . « « Repairs completed on transmitter line to 216 foot auxiliary tower. 
mme—> 8 hours and 57 minutes after Carol’s mightiest blow, WBZ-TV returns to air and presents 
news programs of Carol’s damage throughout New England, in addition to normal schedule 
of programs. 
WEDNESDAY, SEPTEMBER 1 . . . - Last remnant of tower removed from studio building. 


. . Negotiations initiated for use of an FM tower at Medford, Mass., three miles northwest 
of Boston. Authorization granted following day. 


THURSDAY, SEPTEMBER 2 + . . . « New 46-foot antenna ordered. Manufacturer works around-the-clock shifts and breaks 
: all records to deliver in 15 days an antenna which ordinarily would take 45 normal 
working days to build. 


: . Westinghouse engineers end nationwide search for new transmitter. Purchase one 
‘ : already “‘on test” on the floor of a manufacturer’s plant. 


WEDNESDAY, SEPTEMBER 8 3 . . . « Hurricane Edna reported 125 miles west of Bahamas. Starts northward trek up east 
= coast of United States. 
FRIDAY, SEPTEMBER 10 . . . - New transmitter arrives at WBZ-TV. Edna rages toward Boston. WBZ-TV alerted, 


schedules 24-hour weather advisories and hurricane warnings. 
. Supports installed for standby tower and antenna to help withstand oncoming hurricane. 


SATURDAY, SEPTEMBER 11 = & . . . -« Edna’s arrival imminent. First of seven network feeds to National Broadcasting Com- 
: pany made by WBZ-TV newsmen, Jack Chase and Arch MacDonald. 


. . Edna strikes with winds up to 101 miles per hour. WBZ-TV maintenance men work 
feverishly with tar and sawdust to prevent heavy rains from leaking through temporary 
roofing on studio, thereby saving electrical equipment. 


FRIDAY, SEPTEMBER 17 . .. .. Preparations to erect new antenna on FM tower begin. 


WEDNESDAY, SEPTEMBER 22 — x) ; . . . - Task of raising antenna about to begin. Weather Bureau warns, “winds up to 45 miles 
: approaching. A brief period of comparative calm may be expected tomorrow morning.” 
Work delayed. 


THURSDAY, SEPTEMBER 23” Mm ... . Antenna erected during weather lull. New tower and antenna extends 577 feet above 


: sea level. 
TUESDAY, SEPTEMBER 28 : ==> WBZ-TV transmits with full power 27 days, 22 hours and 54 minutes after 


Hurricane Carol’s devastating blow. 














WESTINGHOUSE BROADCASTING COMPANY, INC. 


We couldn’t have done it, of course, without great help from many : b 

. ° “2 . WBZ-TV- WBZA, Boston; KYW + WPTZ, Philadelphia; KDKA, Pittsburgh; 
people—others in the radio and television industry . . . our wowo, Fort Wayne; KEX, Portland; KPIX, San Francisco 
suppliers . . . local officials . . . our parent company. Our own people KPIX represented by: THe Katz AcEncy, Inc. 
often worked to the limits of exhaustion. We thank them all. WBC National Representatives, Free & Peters, Inc. 


And we think that somewhere in this record comeback there’s a 
tribute to the foresight and engineering resourcefulness of West- 
inghouse, WBZ-TV and WBC. 
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HOTEL 


NewWestn 


MADISON AT 50TH 
English Lounge 
Meeting place 
of show business 














































Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 





HOTEL 


Berkshire 


MADISON AT 52ND 
Barberry Room 
Where the celebrities 
go after theatre 



































































ALBANY SCHENECTADY TROY 


delivers 
114,000 
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UHFE Families 
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Nation’4 


ZY th 
etai? Market 
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Set Count (Continued from page 80) 


City Station _ wae Unt Color 
Columbia KOMU-TV 5: 53,048 _ 
Claude Ratliff, st. m.; John O. 
Conwell, sis. m. 
Hannibal KHQA-TV (see Quincy, Ill.) 
Joplin KSWM-TV 66,177 _ 


Austin A. Harrison, p. & g.m. 
gy age 426,783 _ 
E. K. Hartenbower, g. & c. m. 

KMBC-TV 426,783 

John T. Schilling, v.p. & gm: 
George J. Higgins, v.p. & sls. 
mer. 

WDAF-TV 426,733 46 

W. A. Bates, m.; Manne Russo, 
sls. m. 

KFEQ-TV 108,755 
Barton Pitts, g.m.; 
Griswold, c.m. 
KSD-TV 676,258 65 
George M. Burbach, g.m.; Guy 

E. Yeldell, sls. m. 
KWE-TV 654,934 _— 
Robert T. Convey, p. & g.m.; 
V. E. Carmichael, v.p. & c.m. 
WTVI (see Belleville, Il.) 
KDRO-TV 59,000 
H. W. Brandes, m.; 
sis. m. 
KTTS TV 49,456 _ 
G. Pearson Ward, g.m. 


Kansas City 


St. Joseph ae 
Glenn G. 


St. Louis 


Sedalia _ 
Jimmy Glenn, 


Springfield 


KYTV 55,02 
R. L. Stufflebam, co-mgr. & coml. 
mer. 


MONTANA 
KOOK-TV 17,000 
V. V. Clark, g.m.; John Conner, 

c¢.m. 
KXLF-TV _ 
E. B. Craney, p.; Jim Manning, 

g-m. 

KFBB-TV 18,000 - 
LeRoy Stahl, st. m; W. C. 
Blanchette, c.m. 
KGVO-TV 12,500 
A. J. Mosby, 

Bader, sls. m. 





NEBRASKA 
KHOL-TV 41,692 
Duane L. Watts, sta. m. Gordon 
Morehouse, sis. 4d. 
KOLN-TV 107,204 _ 
A. James Ebel, m.; Thomas L. 
Young, sls. m. 
KMTV 283,150 
Owen Saddler, g.m.; 
Swisher, sis. m. 
WOW-TV 283,150 —_ 
Frank P. Fogarty, v.p. & g.m.; 
Fred Ebner, sis. m. 


Arden E. 


NEVADA 
KLRJ-TV—2 Dec. °54 
KLAS-TV 16,728 
R. G. Jolley, p. & g.m.; Marian 
Komar, c.m. 
KZTV 15,500 _ 
Donald W. Reynolds, p.; Harry 
Huey, g.m. 


Henderson 
Las Vegas 


Reno 


NEW HAMPSHIRE 
WMUR-TV 240,000 
Hervey Carter, g.m.; 
Allen, asst. m. 


Mt. Washing- WMTW (see Poland, Me.) 
ton 


Manchester _ 
Louis F. 


NEW JERSEY 
Asbury Park WRTV 10,500 -- 
Wilter Reade, Jr., p.; Harold C. 

Burke, mng. d. 


Newark WATYV 4,150,000 
Irving R. Rosenhaus, p. & g.m.; 
William Crawford, sis. d. 
NEW MEXICO 
Albuquerque KGGM-TV 43,797 _ 
A. R. Hebenstreit, p. 
KOAT-TV 43,797 a 
Albert M. Cadwell, p. & g.m.; 
Herbert Wimberly, secy. 
KOB-TV 43,797 
Wayne Coy, p. & g.m.; Rolf 3. 
Nielsen, c.m. 
Roswell KSWS-TV 24,218 
J. C. Porter, g.m.; Paul McEvoy, 
sis. d. 
NEW YO 
Albany WROW-TV 120,000 3 
Schenec- Harry L. Goldman, v.p. & g.m.; 
tady-Troy) Harry Littler, sls. m. 


WTRI 114,000 24 
Richard B. Wheeler, g.m.; John 
D’Auitolo. nat. sis. m. 





City 


Station Vht Unf Color 








Binghamton 


Bloomingdale 
(Lake Placid) 


Carthage 
(Water- 
town) 


Ithace 


New York 


Utica 


Asheville 


Durham 


Greensboro 


Wilmington 


Winston- 
Salem 


WNBF-TV 294,580 20 
George R. Dunham, g.m.; Stanley 
N. Heslop, gen. sis. m. 


WIRI—S Dec. "54 


WBEN-TV 414,633 50 
George R. Torge, st. m.; Nicholas 
J. Malter, sis. m. 
WBUF-TV 165,000 — 
Sherwin Grossman, p.; Gary L. 
Cohen, ex. v.p. 
ewe tad 415,466 
J. Bernard, 
a, sis. m. 
WCNY-TV 
John B. Johnson, p.; Louis Saiff, 
Jr., g.m. 


60 
g.m.; Ollie 





WTVE 36, _ 
T. K. Cassel, g.m.; Sanford 
Barcus, sls. m. 

WHCU-TV—20 Nov. '54 


WENY-TV 16,000 _ 

Robert M. Peebles, v.p. & g.m.; 
Robert L. Sabin, m. tv oper. 

WABC-TV 4,180,000 — 

John H. Mitchell, v.p. & g.m.; 
Trevor Adams, sis. m. 

WABD 4,180,000 _ 

George BarenBregge, g.m.; F. A. 
Wurster, sis. serv. m. 

WATV (see Newark) 


WCBS-TV 4,180,000 2,000 

Sam Cook Digges, g.m.; Frank 
Shakespeare, sis. m. 

WNBT 4,180,000 2,000 

Hamilton Shea, g.m.; Jay J. 
Heitin, sls, m. 

WOR-TV 4,180,000 — 

Gordon Gray, g-m.; Charles 
Philips, sls. m. 

Wwreirx 4,180,000 = 

Fred M. Thrower, g.m.; John A. 


Paterson, sls. m. 

WHAM-TV 275,000 o— 

William Fay, v.p. & g.m.; John 
W. Kennedy, Jr., gen. sis. m. 

WHEC-TV 255,000 

Cc. Glover DeLancy, v.p. & g.m.; 
LeMoine C. Wheeler, gen. sls. m. 

WVET-TV 255,000 100 

Ervin F. Lyke, p. & g.m.; 
Arthur Murrellwright, gen. sls. 
m. 

WRGB 304,200 — 

Robert B. Hanna, m.; Robert F. 
Reid, sis. m. 

WHEN-TV 348,000 ‘_— 

Paul Adanti, v.p. & g.m.; W. H. 
Bell, ¢c.m. 

WSYR-TV 348,000 300 

E. R. Vadeboncoeur, p.; William 
R. Alford, Jr., d. of sls. 

WKTV 149,000 150 

Michael C. Fusco, g.m. & c.m. 


NORTH CAROLINA 

WISE-TV 33,250 _ 

Gordon Williamson, g.m.; Joseph 
J. Master, sis. m. 

WLOS TV 204,000 _ 

Charles B. Britt, ex. v.p.; Brad- 
ley H. Roberts, c.m. 

WAYS-TV 54,500 _- 

George W. Dowdy, p.; James P. 
Poston, g.m. 

WBTV 423,073 20 

Charles H. Crutchfield, ex. v.p. 
& g.m.; J. R. Covington, v.p. 
chg. sis. 

WwTvVD 140,000 _ 


Harmon L. Duncan, m.; Mike 
Thompson, sis. m. 

WFMY-TV 238,641 _ 
Gaines Kelley, g.m.; William 


Baskerville, ¢.m. 

WNCT 80,800 - 

A. Hartwell Campbell, g.m.; Johr 
G. Clark, Jr., ¢c.m. 

WNAO-TV 97,500 _ 

Charles G. Baskerville, g.m.; Earl 
Welde, c.m. 

WMFD-TV 38,560 

R. A. Dunlea, Jr., m.; 
O’Shields, c.m. 

WSJIS-TV 233,375 50 

Harold Essex, ex. v.p. & g.m.; 
Harry Shaw, sis. m. 

WTOB-TV 74,300 _ 

James W. Coan, p.; John G. 
Johnson, g.m. 


Claud 


NORTH DAKOTA 

KFYR-TV 20,200 _ 

F. E. Fitzsimmonds, ex. v.p.; 
A. L. Anderson, sis. m. 


WDAY-TV 65,000 — 
Tom Barnes, g.m. & sis. m. 
(Continued on page 88) 

















Executive Vice President 
Gibson Refrigerator Co., says: 


“Our Diamond Jubilee marked a high 
point in the growth of our company ... 
from the nation’s largest manufacturer 
of ice boxes to one of the nation’s 
leading producers of refrigerators, 
food freezers, ranges and air 
conditioners. This growth has taken 
place in the heart of the area 

served by WOOD-TV — the thriving 
community which, by its industry, 
creates success and fosters prosperity.” 








ODland-TV is big territory 


Gibson Refrigerator Company is one of 
the many nationally famous manufactur- 
ers established in the WOODland area, 
Western Michigan’s richest trading center. 
As one of the nation’s top ten growing 
business communities, the market covered 
by WOOD.-TV is big territory, with a con- 


sistent potential for expansion and in- 


WwoobD- 








creased productivity. This is the market 
which has fostered the growth of WOOD- 
TV ... making it the first station in the 
country to deliver 316,000 watts from a 
tower 1000’ above average terrain. For 
top coverage of the primary Grand Rapids 
market — plus Muskegon, Battle Creek, 
Lansing, and Kalamazoo, schedule WOOD- 
TV, Grand Rapids’ only television station! 


TV 











GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY ® NBC, BASIC; ABC, DUMONT, SUPPLEMENTARY ® ASSOCIATED WITH WFBM-AM AND 
TV, INDIANAPOLIS, IND. © WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. © WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 


November 1954, Television Age 83 





PM 


November 1954 
Television 
Age 


Network Program 
Chart 


Key: All times shown are Eastern 
Standard (EST). All programs tele- 
vised in color are indicated by in- 
itial C and date in lower left-hand 
corner of block. Date given in lower 
right-hand corner of block is start- 
ing date, unless otherwise indicated. 
F, Film; L, Live; P, Participating 
Sponsorship; S, Sustaining; Alt., 
Alternating; LS, Last Show; MS* 
Multiple Sponsorship (see footnote) ; 
TBA, To Be Announced. 


FOOTNOTES 

CBS—‘‘Garry Moore Show’’ (M,- 
Th., 10-10:30 a.m.; Fri., 10-11:30 
a.m.); 10-10:15, Mon.—Pacific Mills 
alt. with Masland. Tu.—Alka- 
Seltzer. Wed.—Simoniz. Th.—Swift- 
ning. Fri.—Swift Allsweet. 10:15-30, 
Mon.—Comstock & Hoover, alt. 
wks. Tu.—Kellogg. Wed.—Best 
Foods. Th.—Toni, alt. wks., Chun 
King. Fri.—Soilax. 10:30-45. Fri.— 
Yardley. 10:45-11, Fri.—Converted 
Rice. 11-11:15, Fri.—Borden. 11:15- 
30, Fri.—Swift Peanut Butter. 

“‘Arthur Godfrey Time’’ (M.-Th., 
10:30-11:30 a.m.): 10:30-45, M. & 
W.—Bristol Myers; Tu. Th.— 
Frigidaire. 10:45-11, M. & W.— 
Minnesota Mining; Tu. & Th.— 
Kellogg. 11:00-15, M. & W.—Lever 
Bros.; Tu. & Th.—Toni. 11:15-30, 
M.-Th.—Pillsbury. 

“Valiant Lady’’ (M.-F., 12-12:15 


(Continued on page 87) 


MONDAY 


ABC css 


John Daly 
Tide Water 
Oil 
- —. _ om 
Home Prod. 


Perry Como 
| a) Lea 


Ralston- 
Purina 


Burns & 
Allen (F) 
Come Closer Goodrich, 
«s) Carnation 
(alt. wks.) 
Voice Of Arthur God- 
Firestone frey’s Talent 


Seouts (L) 
a oe Lipton Tea | 


News Miles Labs.| 
Tony 


AM 
9:00 


9:15 


9:30 


9:45 


10:00 


10:15 


10:30 


10:45 


11:00 


:t5 


11:30 


11:45 


12:00 


12:15 


12:30 


12:45 


1:00 


1:15 


Show 


Toni Co. 
Camel 


Caesar’s 


Hour 
(L) 


—_Amer,— 
Chicle, 


RCA, 


Speidel 
(P) 
3of4 


Medic 


(F) 
Dow Chem, 


(see 


December 
Bride 
General 
Foods 


3 of 4 


Professional Robert 


Presents 


(L) 


| American 
| Tobacco 


Studio One | 


«L) (co-op) 


Neutral 


| 
| | 
| Westinghous¢ 
oa ieee “ At Ringside 
(L) | (co-op) | 
Longines 
(L) 


(alt. wks.) 


du Pont | 


Goods 


MONDAY-FRIDAY SATURDAY 


ABC cBSs 


Breakfast | (The Morn- 


SUNDAY 


Smilin’ Ed’ 
_ ‘ Wiaks Disk 


Brown Shoe = 
Co. 


Space 
Ralston- 
Purina, 
Nestle Co. 
(alt. wks.) | 


| nes 


Capt. 
Midnight 


| 
Colgate 

) Valtantlads 

(see footnote 

Love Of Lif 


Am. Home 
Products(L) 


— | Searehr For} = a 


cit “tT, Fad 


+ Cent 
«L) 





National 

Dairy 

Co. 

Colgate- 
|_Palmolive] _ 
Life 
Gen. 
Seeking 
Heart 
P&G 


(L) 


TUESDAY 
ABC 


WEDNESDAY 


cBSs ABC cBs 


(i) 
(co-op) 


Beatty (L) 

a Miles Labs. 

News | 

American | 

Cavaleade | ponacco (L) 





Dinah 
Show 
Chevrolet 


Gen. Mills, | 
Wander Co. 
(alt. wks.) 


| Abbott & | 
Costello | 


Campbell | 
a 


Faith For 
Today 


Faith for 
Today, Inc. 


THURSDAY 
ABC 


The Lene 





tw — 
—s Stafford 
Gold Seal] 
C-9 (L)_ 


Am. Motors, 
Am. Dairy, 
~~ Derby “| 
Foods | 


(alt. wks.) | 


Camel 
Caravan 








| Life ‘Is | ton 
Red | Worth (L) 11 1/2, 

TBA | Skelton | Living (L)) 16,3 
Show | Buick Div. 

| «s) Admiral | Martha 
‘Twenty 
Questions 
Florida 
Citrus 


| 1st half-hr. 


(F) 
Int’l. 
| Harvester, 
Nat’1. Biscui 
(alt. wks. )} 


Meet 
(L) 
Carter Prod 
o’Cedar | H. J. Heing 
(alt. wks.) | Co. 


H. 
TBA 
(u) 
Gen. 


One Minute, 

ry } (alt. wks. )| 
Pillsbury 
C-24 


“Strike It | 
Rich 
(L) 


| 

Studio 57 Fireside 

Theatre 
(F) 

P&G 


Rand, 
Knomark 


Palmolive 
(alt. wks.) 


Co. 


} 
| 
Am. Tob., | 
(alt. wks. )| 


U.S. Steel| 
Hour 

U. 8S. Stee 

alt. wkly. | 

with: | 


Circle 
T 
(L) 
Cork Co. 


| Block Drug, 
Nash- 

Kelvinator 
(alt. wks. )) 
Life With | 

Hour 
Elgin Father 
National 
Watch Co. 


Truth Or 
Conse- 


(L) 
PetMilk, 8S. quences 
Johnson P. ing Co. 


See It 
(L) 
Alcoa 


Broadway 
(see 
C-10 


It’s A 
Great 
(F) 
Chrysler 


Exquisite 
Form, 


| Friends (L) 
j 
| 


Colgate- | 


Pabst Brew 


Ge Prema 
a - ae) Gen. 5) 
The @ 





| | : Chevrolet 


| } So You Want 

To Lead A 
Kraft Band C-25 
Chicago Theatre Brillo 


‘our 
lve Got A Ls 


(L-S) Co. 


Parker 


This Is 
Your Life 
— p. 1 
aze 
| (L-8) Bishop 
Big Town 
Pro Footbal) (F) 
of the Lever Bros. 


Week 
Regional | A. ¢ 






























































































































































































MON a 
as — n SATURDAY SUNDAY 
uM 
NBC ABC ces DuM NBC ABC ces 
| wes ] - — Dum NBC. 
Tra | | 
1:45 velers | Unele | 
= | | aon Frontier of 
Gamble 2-2:15 
a Lever Bros. | 1:45-4:30 ;- 
| + 
2:15 Robert @. What 
Lewis Co. (Fri. Huddle In | 
(L) | only) ae The World | approx. | 
bd Reynolds, | 
= 2:30 . +S a — (L-8) 
7 >= ae Pucve. ... ___| Canadian ee | 
aero Carnation Youth Takes | | a 
2:45 Meuse | (P) A Stand Football 
(L) MS* | (L-8) 
—— 3:00 C-4, 5 | \Pro Football 
7 the Greatest) . + 
| ‘The Big | Gite =. 
3:15 Payot (L-8) NCAA | (Partici- 
\Colgate (T.) | Paul Dixon |—Gojaen | Now And 
| (M WF) Show = Games Then 
_ ; (S-Tu.-Th.) (L) Windows (L-S) 
- 3:30 -}—__—+ ——-}|_ _“"_15 &@ die Ase? |S 
} One Man’s — ek 
Bob Crosby | V't2™!n | Family (L) atin : 
3:45 | Show Corp. of Serutan Football “) Adventure pating enueeies 
(L) | Fey - | Goneaeas ing | pipe Farum 
-» W.. ins Marlowe | (L-8) 
_ 4:00 us” | 
\Brighter Day Hawkins TP icy a a | 
P&G Falls (L) 
4:15 BE sod Wesson O11) Games | The sponsors) i 
Secret 8 First Love po Amertonn pat On The 
L Am. Home! L | veekly ‘arm 
—capt-F i 4:30 (S8-Tu.-Th. ) | Pasi * a | Foy (L-8) (L-8) 
\& His Pets | 4 T a 
| On Your World Of ZenithRadio,) 
Hartz Mt. Carnation | Immediately, 
|Prods. (L) @ 4:45 Account _Sweeney — _— = 2 p.m. till | 5., parese 
| Modern Humbl | | s 
| News Procter & umble Oil Search «(L) 
Romances followi ~ 
——)—-- 5:00 .—_] — Colgate (1) (P) eal oe | — Quaker Oats 
American | Pinky Ire ca. Oe | 
Times) inventory J 5:15 Wed. & Fri "| Participating 2-8 p.m. football: Jsuper Cireus)  5_6:30: er ast 4: 
(L-8) Barker Bill) sponsorship (time Kellogg Omnibus Hall of 
+ 5:30 Gen. Mills | varies) NBA (5-5:30) Aluminum — (L) 
| a + ae » ee = i Co. of allmark 
youth | | | Canada, ; Cards 
bout — 5:45 Howdy omens: | Scott Paper, 3 of 4: 
(L-S) (L) Mars, Inc.| Norcross 
MS* Basketball (5:30-6) (P) (L & F-8) 
FRIDAY SATUR 
DAY 
uM NBC ABC cBSs DuM NBC ABC cBs — 
7 NBC ABC cBs DuM NBC 
NCAA | | | 6:00 
Football Hoss The 
Games ress (L. 
Amana Omnibus Revere ai , 
| Refrig., (5-6:30) evere Cop-1 6:15 
eccen | | A 
| a = a =< 
Carnation | You Are | 6:30 
Co., | There Roy Rogers 
| Humble Oil] ElectricCos., Show (F) 
2-8 p.m. | Prudential | 6:45 
i video? (time varies) = —.) Gen. Foods 
Capt. Video =——~CS~S ae t ne 
jnson F = | . 
a | (L) en | You Askea People Are} 7°00 
isan | ———— ___ (co-op) R. J rd! Gene Autry) } For It Lassie Funny (L) 
ty (L) oar wee Mo n | Reynolds (F) | | Mr. on Skippy Campbell | Toni Co., 7:15 
Labs. | ou = Beatty (L) Colgate- | Wrigley | = Peanut Frawley . 
* aus - Miles Labs. Palmolive | | | Butter Soup Corp. 
nah-Shore ventures News + —— ee | | (alt. wks.) | 7:30 
Show (L) of Pharmaceu- Coke Time | peat The | Ethel & Private | on : 
Chevrolet | 8m Tim Tim} ticals (L) { (L) Dottie | > -* Pepsi-Cola | Secretary, | Opera ir. Peepers 
(F) Posy Coons caitlin tiie Mack | Clock | (L) Playhouse |Jack Benny Cameus (L) 
Camel News] National | ie"? ome Camel News, (L-s) | am) | Pepsi-Cola | (alt. wks.) | Reynolds | 7:45 
Caravan (L)} Biscuit bw 4 L&M Caravan (L) | Sylvania | | Sunbeam Co. Am. Tobacco | won Metals 
a Elec. _| he = oe | (see footnote) 
{ | You Bet Harriet | — | Mickey — T —{ 8:00 
"y Stand | Your Life Lambert | Mama Jack ¢ : | | Rooney , 
Me} | (F) Pharmacal, |...“ K Carson} Let’s Dance jacks Show (F) | Flight No. 7 
HotpointDiv| G2. Foods . Gg Pillsbury, Colgate | 8:15 
; :. ( it. j (L) Gleason | Green Giant (L-S) Toast Of Comeé: 
+ alt. wks.) | Pontiac | a) | (alt. wks.) ae eee Hour 
plidated | Sheaffer, | ey 4 " 
| , | Bay Bolger) Topper Life Of Nestle Co., Place the Colgate} 8:30 
Justice! Show The Big Palmolive 
metics | porden (F) Riley (F) (L-8) Schick, Inc. Face Pi Lincoin- ms 
Co. Tenn & Fink R. J. Gulf Oil | See (L) — Mercur-: = 
Reynolds Corp. (P) | Toni Co. (L-S) ' 8:45 
Playho — r x eneCoca wow | 9:0 
Dragnet yhouse Bi % mog W, Winchett —— . -00 
7 nies A Of Stars (F) Stranger 4 ona — reer (L) Gruen,Cartely G. E. | Rocky 
a | Liggett & | Mogen Schlitz (L) Cigar Co., | Griffin, John ioe Theatre | King (1) eis 
| yers Brewing | ph _| Simoniz Co. Bayuk jon&Joh Am. Chicle, | Television 4 
4 David Wine ri hens ong (alt. eka.) Cigars P. —— Lewis Howe,}| _Wright General | Pharmaceu-| Playhouse 
ar ¥ " . S.0.8. (P)| Packard Electric ticals, Inc. | (L) 
Theatre The Vise Our Miss inetd My Favori omnes Showy Coaste Goodyear | 9:30 
Sterlin (F) Husband ‘ ; Life Be Tire & 
Ford Motor ad (F) Campbell Fight Int. Silver, ponnoeines red TBA — At ws | pp reubber, 9:45 
Gen. Foods Soup Talk Simmons ; Bristol L Philco Corp ~ 
. (L&F-8) | (alt. wks.) (alternating) Myers | .“” (alt. wks. ) 
. . see footnote C- | Serutan : : 
Chance Of That’s My Lenin Gate as — —_—_——{10:0 
The Lineup | A Lifetime| Cavalcade Show Break The | The W 
(L ie Web | 
tax Video Brown | catttara: | ager | Storkeme] ey PD baad fl a bed 
|_ Theatre Williamson | (ait. wks.)| Gillette Plymouth a, Dodge Div. | P. Lorillard) (1-8) pm) , 
=z 41-8) . ‘ ‘ i &G 
a) Person to Your = what's My| ee Li. 
erson Parade me? =(L) | 
Lever Bros. (see ‘Moments In| ceed Am. Tob. Montenier, | | The Hunter 
footnote) Seerts (CF General Warner- Remington | (F) 10:48 
s a ge ay Mills Hudnut em | Reynolds 
z= ut. of Om. (alt. wks.) (alt. wks.) | Metals 
ronoscope - _—_} | 
ongines Sun. News | 
L) Special | 
a. A Norwich (L) 
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Television 
Age 


Network Program 


Chart 


Key: All times shown are Eastern 
Standard (EST). All programs tele- 
vised in color are indicated by in- 
itial C and date in lower left-hand 
corner of block. Date given in lower 
right-hand corner of block is start- 
ing date, unless otherwise indicated. 
F, Film; L, Live; P, Participating 
Sponsorship; 8S, Sustaining; Ailt., 
Alternating; LS, Last Show; MS* 
Multiple Sponsorship (see footnote) ; 
TBA, To Be Announced. 


FOOTNOTES 

CBS—‘‘Garry Moore Show’’ (M,- 
Th., 10-10:30 a.m.; Fri., 10-11:30 
a.m.); 10-10:15, Mon.—Pacific Mills 
alt. with Masiand. Tu.—Alka- 
Seltzer. Wed.—Simoniz. Th.—Swift- 
ning. Fri.—Swift Allsweet. 10:15-30, 
Mon.—Comstock & Hoover, alt. 
wks. Tu.—Kellogg. Wed.—Best 
Foods. Th.—Toni, alt. wks., Chun 
King. Fri.—Soilax. 10:30-45. Fri.— 
Yardley. 10:45-11, Fri.—Converted 
Rice. 11-11:15, Fri.—Borden. 11:15- 
30, Fri.—Swift Peanut Butter. 

“‘Arthur Godfrey Time’’ (M.-Th., 
10:30-11:30 a.m.): 10:30-45, _ & 
W.—Bristol Myers; Tu. & 
Frigidaire. 10:45-11, 
Minnesota Mining; x 
Kellogg. -— kK - M. & W.—Lever 
Bros.; Tu. Th.—Toni. 11:15-30, 
M.-Th. ~Punbery. 

**Valiant Lady” (M.-F., 12-12:15 


(Continued on page 87) 
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| i) L& M 
“Burns & 
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Come Closer Goodrich, 
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Firestone frey’s —r 
Scouts ( 

— _ Lipton Tea | 
Rubber Co. as Soup 


I Leve Lucy 
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Philip 
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| | 3 
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| | 
| } | 
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11:45 
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12:15 
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Tony 


Show 
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«(L) 


American 
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alt. wks.) 
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MONDAY-FRIDAY 
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9:30-45 s 
Tu. & Th. 
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(L) 
Colgate 
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| (see footnote 
Love Of Lif 
| Am. Home 
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|C-17, P & 


The 
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(iL) P & 


Life 


TUESDAY 
ABC 
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Beatty (L)| 
__| Miles Labs, | _ 

News 
American | | 


Cavaleade | 

of aman Tobacco (L 
Jo Staffo 

du Pont | Gold Seal) 
% | C-9 (dL)! 


| 
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| 
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| (alt. wks.)) 
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lie! | 
| Studio 57 
TH. J. 
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. wks. 
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U. 8. Steel) «L) 
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Hour Father 
re (L) 

National 


PetMilk, 8S. 
Watch Co. Johnaon 


See It 
(L) 
Alcoa 
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Form, 


Goods 


| Dinah She 
Show 


Chevrolet 


Camel 
Caravan 


Milton 
(L) 11/2, 


16,30 


Buick Div. 
Martha 


H. 
TBA 
«u) 11/9 
Gen. 


Fireside 
Theatre 
(F) 
P&G 


Circle 
Theatre 
(L) 


Cork Co. 


Truth Or 
Conse- 


It’s A 
Great 


(F) 
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SATURDAY 
ABC cBS 
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Smilin’ Ed’s al 
Gang Winky bm 
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Midnight 
Gen. Mills, | 
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Ralston- 
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National Faith For 
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| | Gen. Elec. 
| | 1st half-hr. ; 
em Stu | 
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| 
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Pillsbury 
C-24 


My Little 
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} Co. Chevrolet 


Party So You Want 
=| (L) To Lead A 
Colgate- | 
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(alt. wks. )| Co. 


I’ve Got 
Secret 
(L) 
mo 4 
Reynolds | 


| Blue Rib 
} Bouts | 
(L) | 
Pabst Brew 
ing Co. 


Your Life 
Sane See (L) 
Hazel 


Bishop 


Big Town 
(F) 


(L-8) 


; Broadway | Pro Football 
see Plays of 
C-10 Week ~ lover Bros. 
Regional 
Sponsors 































































































































































































MONDAY-FRIDAY SATURDAY SUNDA 
Y 
1:30 }—A8¢ ces Dum NBC ABC ces 
DuM NBC ABC css Dum NBC. 
Travelers — | | 
1:45 Uncle | 
oo. | Johnny | Frontier of 
a F Gamble | 2-2:15: ones | = 
T — 2:00 aeons alt _About—|— = = Lever Bros. | | 1:45-4:30 (L-8) 
| Baby (L) oes i ae 
* Robert Swift and Pre Game | 
| 2:15 ye hy | Co. (Fri. Huddle What In | approx. - | 
| (L) | only) ae 3 The World | \ 
* lds, 
+—_—§ — 2:30 —_ a |) oe | ! 
Linkletter’s Palmolive, | oth Takes| ——— - : | _ 
Lamp | Carnation | 
My 2:45 Howse =| (P) A Stand | Football 
(L) MS* (L-5) | } 
> take 3:00 __ C-4, 5 | \Pro Football 
| ‘ ee reates ry 1] T 
| The Big | ueh--vanel . } = 
| Aan | Payot | a 
| And 3:15 lcoigate (1) | = (L-S) NCAA | ge (Partici- 
ia |Colgate (1) | Paul Dixon Golden Now And | 
cea } (Tu. pA ) : Windows Games Then 
+ ; — 3:30 -———_—_—_.—___—__—++ _ & Pa Ga (L-8) | 
| | ne ee nenanenes _psasmnsamen — = | rae 
Bob Crosby | Vitamin | Family (L) ati “a 
3:45 | Show Corp. of Serutan Football (L) Adventare | ats smaten | 
«L) America, | Concerning (L-8) Forum 
—— — 4:00 MS* M., W., F. as Marlowe | (L-8) | 
¢ os 
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| | Falls (L | | 
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| Secret Storm First Lo | American Out On The | 
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(L-S) Barker Bill sponsorship Guee | | Kellogg Omnibus Hall of 
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Totem Poultry 


If all the 5,585,452 chicks resident in Indianapolis’ rich 
farmland countryside were laid one atop the other, they'd 
make a totem poultry 1,396,363 feet tall—roughly 1,370 times 
as high as WFBM-TV’s new tower which is no bantam- 
weight as towers go—1,019 feet high, with new 100 KW 


power. 


This would represent a tough poser to our claim as pro- 
prietors of the highest structure in these parts, but we’re 
not worried. After all, what could such a fowl tower do be- 
sides fatten the bigger-than-average incomes of their better- 


than-average owners ? 


It might make a tremendous circus attraction for the 
76,089 farm operators in our 49-country primary coverage 
area. But they’d soon get tired of the pullet pole, and turn 
back to their TV sets (most have ’em) and to WFBM-TV 


(most tune to us). 


There’s lots else this chicks’ obelisk couldn’t do that our 
new tower is doing. It couldn’t help you tap the $369,039,- 
293 worth of farm income our farmers earn. It couldn’t 
talk in more than a babel of clucks to the 1,865,194 persons 
in our A and B contours alone—nearly half the population 
of Indiana. 


Enough, then, of chicken-pie in the sky. Come on down 
a few hundred thousand feet and tell your story to the pros- 
perous farmers and city folks of WFBM-TV’s primary cover- 
age area through the top of our tower. Until the chicks decide 
to go piggy-back, our tower is still the tallest, powerfullest 
in sight, in the best site you ever picked to do business. 


Just ask the Katz men. 


INDIANAPOLIS 


Affiliated with WEOA, Evansville; WFDF, Flint; 
WOOD AM & TV, Grand Rapids 
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Kling (Continued from page 39) 


named a vice president. Only 35, he is 
already the division’s “old man.” 

Niles is quite a package deal himself, 
a rare combination of selling, writing 
and production savvy. He came to 
Eirenberg with a big idea: If tape was 
so important to radio, motion pictures 
would be ten times more so to tv. “I 
was ripe for tv and so was Bob,” he 
says. “We got together at the right 
time.” 

For the first eight months, Niles and 
a two-man crew (cameraman and cut- 
ter) turned out tv commercials. (The 
crew was paid; Niles worked “for 
free.”) “Then we began to show a little 
business and from then on I got a per- 
centage of it,” he explains. (Today he 
is a major stockholder.) 

The first sales Niles made were to 
the Elgin American division of Illinois- 
Watch Case Co., Frank Fehr Brewing 
Co. and Weco Products Co. (Dr. West’s 
toothbrushes and paste) . “We didn’t get 
very good prices then,” he says. How- 
ever small, they showed the tv division 
would pay off. And pay off it did. 

“We expect to do a tv business this 
year of between $2.5 and $3 million,” 
says Eirenberg, “and between $3 and 
$4 million in 1955. With our new facili- 
ties, we are now in a position to do 
five times the business.” 

Those new facilities have developed 
as rapidly as the studio’s business. 


Kling Went West 


Five years after the motion picture- 
television division was set up in 1947, 
Kling opened an office in Hollywood. 
Early this year, it acquired the historic 
Charles Chaplin Studios in a $1-million 
transaction which resulted in a firm 
ten-year lease with option to buy 
(TELEVISION AGE, January, 1954). The 
Chaplin lot covers a square block and 
contains 22 buildings, including four 
sound stages. (“Maybe these will be 
too small in ten years,” smiles presi- 
dent Eirenberg, “if our business goes 
as we think it will. At any rate, to 
our advertising knowmanship we've 
now added Hollywood showmanship.” ) 

In addition, a third $750,000 pro- 
duction center at 1058 Washington 
Boulevard on Chicago’s west side was 
opened in late September. A one-time 
armory and roller rink, this cavernous 
site adds 38,000 square feet of work 
space to the Chicago shop. “We’ve ex- 





Film division boss Petersen 


panded from a $250,000 to a $3.25 
million plant,” says Eirenberg, “and 
television is responsible.” (Much of 
the expansion, associates say, is fi- 
nanced by earnings which Eirenberg 
is pouring back into the business in 
“prodigious quantities.”) 

Adds Niles: “Our tv business will 
match that of all other Kling activities 
in two years, and in four, television 
will double it.” 

Third key man and major stock- 
holder in the Kling empire is Lee R. 
Blevins, vice president and director of 
the west coast operation. Now 48, he 
came to Kling from Montgomery Ward 
back in 1936 to organize the still- 
photography division. Under his baton, 
it became one of the largest in the coun- 
try. His production chief, Dave Garber, 
is a veteran of major Hollywood lots, 
and Gail Papineau, animation-division 
director, did a 16-year hitch with Walt 
Disney. Edwin T. Morgan, another top- 
notcher, directs production in Chicago. 

Says one Kling lieutenant: “Mr. 
Eirenberg is astute at picking people 
and a master at handling such inde- 
pendent souls as artists. But more than 
that, he’s got business imagination to 
an uncommon degree. He doesn’t 
blanch at new situations or ideas.” 
Niles seconds that: “We weren’t scared 
of television at the start. We plunged 
in without first dipping a toe. Some 
competitors, on the other hand, adopted 
a ‘wait and see’ attitude. As a result, 
we were running ahead of the field.” 

Concludes Eirenberg himself: “We’re 
expanding because television business 
is forcing us to, not because we want 
to force the business. Television is just 
beginning. So are we.” 











Chart (Continued from page 84) 


p.m.): M., W. & F.—General Miils; 
Tu. & Th.—Toni. 

‘Robert Q. Lewis’’ (M.-F., 2-2:30 
p.m.): 2-2:15 p.m. Tu.—aAlka- 
Seltzer; Wed.—Best Foods; Th.— 
8S. C. Johnson; Fri.—Doeskin. 2:15- 
30 p.m., Tu.—Helene Curtis; Wed. 
—Gen. Mills; Th.—Swanson; Fri.— 
Gen. Mills. 

‘*Linkletter’s House Party’’ (2:30- 
3 p.m.); 2:30-45—M., W. & F., 
Lever Bros.; Tu. & Th., Kellogg. 
2:45-3—-M.-Th., Pillsbury ; Fri., 
Dole Pineapple. 

‘*Bob Crosby Show’’ (M.-F., 3:30- 
4 p.m.: 3:30-45—Tu., Toni; Th., 
Swenson; Fri., Englander & 
S. O. S., alt. wks. 3:45-4 p.m. M., 
W. & F.—General Mills; Th., Am. 
Dairy. 

“The Best of Broadway’’ (W., 
10-11 p.m., every fourth week): 
Westinghouse. 

‘Person to Person’’ (Fri., 10-30- 


11 p.m.): American Oil (East 
Coast); Hamm's Brewing (Mid- 
west); Noxzema Chemical Co. (alt. 
wks. ). 


NBC—‘‘Three Steps To Heaven’’ 
(M.-F., 10:45-11 a.m.): Miles Labs. 
and Procter & Gamble. 

“Howdy Doody’ (M.-F., 5:30-6 
p.m.): M., 5:30-6 — Standard 
Brands. Tu., 5:30-45—Kellogg. Tu., 
5:45-6 — Colgate-Palmolive. Wed., 
5:30-6—Continental Baking. Th., 
5:30-45—Kellogg. Th., 5-45-6— 
Campbell Soup. Fri., 5:30-45—sus- 
taining. Alt. Fr., 5:45-6—Interna- 
tional Shoe Co. & Welch Grape 
Juice Co. 

Schedule of ‘‘Spectaculars’’, under 
participating sponsorship, is as fol- 
lows: Every fourth Mon., 8-9:30 
p.m.—Fred Coe with guest producer 
and/or director (Nov. 15); every 
fourth Sat., 9-10:30 p.m.—Max 
Liebman (Nov. 20); every fourth 
Sun., 7:30-9 p.m.—Max Liebman 
(Nov. 7) All ‘‘Spectaculars’’ will 
be telecast in color. 

















WNERSHIP of television sets 

is increasing so rapidly in 
Iowa that nobody can keep up 
with it. 
The 1954 Iowa Radio and Tele- 
vision Audience Survey was made 
in March, 1954. At that time, over 
one-quarter of all TV sets were 
less than six months old—yet, in 
March, 59.6% of all Iowa homes 
had television sets! 
Now there are more than 286,000 
television sets in WHO-TV’s 
Central Iowa—and 355,100 fami- 
lies. WHO-TV is giving them the 
best programming there is—from 
the tallest antenna in the State. 
Ask Free & Peters for the facts! 


WHO-TW 


Channel 13 - Des Moines + NaC 


Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 
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Wax (Continued from page 65) 


the eye you couldn’t look away. You 
had kind of a trancy feeling that 
made you believe everything he said 
.. + “Joylies,” he was saying, “contain 
no nicotine, no irritants, no harmful 
tobacco, just a pure scientific blend 
of sheer ecstasy.” 

NETWORK RELATIONS: “. . . 
tell the NBC news people they can’t 
have that video tape of Molly in the 
bath tub . . . tell (them) we've got a 
beautiful Momsday tape of Molly, 
shot with her own Mom; it’s inspira- 
tional as hell.” 
eI... guessed she was talking to a 
man at CBS News. I could tell by the 
blue office, and by the fact that he 
seemed to be the deep-thinking type. 

THE BUYERS: “. . . haven’t we 
given *em everything they want? 
Haven't we got guys walkin’ around 
with surveys . . . every place all over 
the whole country, seven days a week? 
What flavor pudding do they want? 
What color washing powder? What 
kinda tv programs, what kinda com- 
mercials? Is there any single thing we 
don’t check with *em?” 

THE SELLERS: We are going to 
make XP work for us . . . We have 
just developed . . . the Principle of 
Limited Titillation . . . Keep it clean, 
keep it punchy—and make it sell! 
And never satisfy a demand. Let our 
watchword be: Titillate! Titillate, and 
titillate again—and the future will be 


1”? 
ours: 























































The only 
station 
covering 
all of 
prosperous 
Eastern 
Carolina 


WNCT PRIMARY CBS AFF 


(CTz-1-1:0211 (a ) A On 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr 
John E. Pearson Co., Inc 
Nat'l Rep 
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Set Count (Continued from page 82) 





City Station Vnt Unt Color 
KXJB-TV (see Valley City) 
Minot KCJB-TV 25,000 _ 
John W. Boler, p. & g.m.; Herman 
Burkart, st. m. 
Valley City KXJB-TV 65,000 - 
John W. Boler, p.; William L. 
Hurley, v.p. chg. nat. sis, & 
st. m. 
OHIO 
Akron WAKR-TV 174,066 _ 
S. Bernard Berk, p.; Roger G. 
Berk, v.p. & g.m. 
Ashtabula WICA-TV 25, _ 
John <A. Colin, g.m.; Donald 
Fassett, bus. m. 
Cincinnati WCPO-TV 500,000 31 
M. C. Watters, v.p. & g.m.; 
Harry Le Brun, asst. m. 
WKRC-TV 717,145 100 
U. A. Latham, g.m.; Robert 
Schlinkert, gen. sis. m. 
WLW T 525,000 92 
R. E. Dunville, p.; Robert Boul- 
ware, st. m. 
WQXN-TV—S4 Early ‘55 
Cleveland WEWS 1,051,090 100 
James C. Hanrahan, g.m.; Floyd 
E. Weidman, adv. m. 
WNBE 1,045,000 107 
Lloyd E. Yoder, g.m.; William 
Davidson, sls. d. 
WXEL 934,693 _ 
Franklin Snyder, g.m.; R. C. 
Wright, nat. sis. m. 
Columbus WBNS-TV 307,000 _- 
Richard A. Borel, tv d.; Robert 
D. Thomas, sis. m. 
WLW-C 312,640 _— 
James Leonard, v.p. & g.m.; 
James Burgess, sls. d. 
WTVN-TV 385,948 _ 
Joseph w. McGough, g-m.; 
Robert C. Wiegand, asst. g.m. 
Dayton WHIO-TV 637,330 _ 
Robert H. Moody, g.m.; Walter 
E. Wolaver, c.m. 
WLW-D 320,000 _ 
H. P. Lasker, v.p. & g.m.; C. R. 
Dodsworth, Jr., sls. d. 
Elyria WEOL-TV—31 Late °54 
Lima WLOK-TV 63,557 _ 
Robert O. Runnerstrom, ex. v.p.; 
Lawrence Webb, nat. sls. m. 
Steubenville WSTV-TV 998,875 — 
John J. Laux, ex. v.p. & g.m.; 
Joseph M. Troesch, asst. g.m. 
& v.p. 
Toledo WSPD-TV 297,060 90 
Allen L. Haid, v.p. & mng. d.; 
Bill Ashworth, nat. sis. m. 
Youngstown WFMJ-TV 138,218 a 
William F. Maag, Jr., p.; Mitchell 
F. Stanley, m. & sis. m. 
WKBN-TV 138,218 _ 
W. P. Williamson, p. & g.m.; 
J. L. Bowden, st. d. 
Zanesville WHIZ-TV 38,100 a 
Allen Land, mng. d.; Nate 
Milder, sis. d. 
OKLAHOMA 
Ada KTN 173,820 _ 
Brown Morris, sec. treas. & st. 
m.; Bill Hoover, v.p. & g.m. 
Enid KGEO-TV_ 118,000 5 
George Streets secy. & m.; Tom 
Belcher, c.m. 
Lawton KSWO-TV 54,540 _ 
P. N. Goode, p.; Ross B. Baker, 
g-m. 
Muskogee KTVX a 
L. A. Blust, Jr., v.p. & g.m.; 
Ben Hoimes, nat. sls. m. 
Oklahoma KMPT 101,000 _ 
City Troy K. Hoskins, st. m.; Bill 
Humphries, sis. m. 
KTVQ 167,311 — 
John Esau, p. & nat. sis. m.; 
J. Harry Abbott, g.m. 
KWTV 256,102 100 
Edgir T. Bell, ex. v.p. & g.m.; 
Fred L. Vance, sis. m. 
WEKY-TV 281,522 118 
P. A. Sugg, ex. v.p. & st. m.; 
Hoyt Andres, asst. st. m. 
Tulsa KCEB 123,614 15 
N. Ray Kelly, g.m.; John J. 
Howley, sis. m. 
KOTV 229,100 60 
Cc. P. Persons, Jr., v.p. & g.m.; 
Dick Campbell, c.m. & st. m. 
OREGON 
Eugene KVAL-TV 26,000 





S. W. McCready, g.m.; Glenn 


Nickell, sls. m. 





city 
Medford 


Portland 


Allentown 
Altoona 


Bethlehem 


Easton 


Erie 


Harrisburg 


Jaunstown 


Lancaster 


New Castle 


Philadelphia 


Pittsburgh 


Reading 


Scranton 


Wilkes-Barre 


Williamsport 


York 


Providence 


Anderson 


Charleston 





Station Vht Uht Color 
KBES-TV 23.600 —_ 
Everett A. Faber, v.p. & bus. m. 
KOIN TV 242,064 


C. Howard Lane, mng. d.; John 
Palmer, nat. sls. m. 


KPTV 190,770 35 
Russell K. Olsen, v.p. & st. m.; 
Charles R. White, c.m. 


KLOR—12 Jan. °S5 


PENNSYLVANIA 
WFMZ-TV—67 Fall °54 
WFBG-TV 447,128 


Jack Snyder, mng. d.; George 
Burgeon, oper. m. 
WLEV-TV 84,591 os 


Thomas R. Nunan, Jr., st. m.; 
J. R. Gulick, nat. sls. m. 

WGLV 84,915 _- 

J. R. Porterfield, g.m.; Nelson 
S. Rounsley, bus. m. 

WICU 208,500 _ 

Ben McLaughlin, g.m.; Karl R. 
Nelson, c.m. 

WSEE 45,752 _ 

Charles E. Denny, v.p. & g.m.; 
Don Boyce, c.m. 


WCMB-TV — _ 
Ed K. Smith, g.m. 

WHP-TV 166,423 — 
A. K. Redmond, g. & c.m. 
WTPA 166,423 _— 


Divid J. Bennett, g.m.; Allen P. 
Solada, sls. m. 
WARD-TV 
Robert R. Nelson, g.m. 
WJAC-TV 787,402 168 
Alvin D. Schrott, g.m.; John H. 
Hepburn, sis. m. 
WGAL-TV 602,350 30 
Harold E. Miller, st. m.; Leroy 
K. Strine, c.m. 





WWLA-21 Fall 54 
WKST-TV 146,367 _ 
S. W. Townsend, p. & g.m.; G. 


E. McGary, c.m. 
WCAU-TV 2,044,209 _ 
D. W. Thornburgh, p. & g.m.; 
Robert M. McGredy, sls. m. 
WFIL-TV 1,833,160 380 
Roger W. Clipp, g.m.; Kenneth 
W. Stowman, gen. sis. m. 
WPTZ 1,819,362 250 
R. V. Tooke, g.m.; Alexander W. 
Dannenbaum, Jr., ¢.m. 
WDTV 1,134,110 _ 
Harold C. Lund, g.m.; Lloyd G. 
Chapman, sis. d. 
WENS 356,354 _ 
Larry H. Israel, v.p. & g.m.; 
Donald Menard, sls. m. 
WEEU-TV 90,352 
Thomas E. Martin, ex. v.p. 
g-m.; Ewart M. Blain, sls. 
WHUM-TV 219,870 
Humboldt J. Greig, p. & g.m.; 
Robert M. Reuschle, nat. sls. m. 
WARM-TV 170,000 _ 
William M. Dawson, g.m.; Sam 
Geigenbaum, sis. m. 


| we] 


WGBI-TV 175,000 _ 

Robert E. McDowell, st. m.; 
George D. Coleman, g.m. & 
sis. m. 

WTVU 150,424 _ 


James H. Crawley, g.m.; Edward 
Galuska, oper. d 

WBRE-TV 174,000 55 

David M. Baltimore, v.p. & g.m.; 
Ernest Lewis, sls. m. 

WILK-TV 187,000 _ 

Thomas P. Shelburne, mng. 4.; 
Malcolm Dale, sis. m. 

WRAK-TV—36 Jan. °55 


WNOW TV 87,400 _ 

Lowell w. Williams, g.m.; 
Robert Stough, sls. m. 

WSBA-TV 88,000 _ 


Cc. L. Doty, v.p., g.m. & ¢.m. 


RHODE ISLAND 


WJAR-TYV 1,143,201 200 

Norman Gittleson, st. m.; Ed 
Boghosian, sis. m. 

WNET 41,790 _ 


John R. Porterfield, v.p. & g.m. 


SOUTH CAROLINA 

WAIM-TV 70,115 50 

Glenn P. Warnock, g.m.; Fisher 
Garden, sls. m. 

WCSC-TV_ 121,113 _ 

John M. Rivers, p. & g.m., Ro- 
land Weeks, st. m. & nat. adv. 
m. 


(Continued on page 90) 
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“TV TIC-TAC-TOE” 


1 MILLION 
DOLLARS 


ta 4 


most fabulous, the rich- 

, the grettest assortment 

f prizes ever offered in 
asting history! 


THIS PROMOTION HAS EVERYTHING! 


+ prolonged for a 21-week period, leading up to a 
grand contest climax. 


wupported by over 100 million 

OTIONAL PIECES in the big- 

t, most diversified, most com- 

ehensive merchandising pack- 

ever offered . . . anywhere, 
ytime! 


every week a new contest, with everyone in your 
market eligible. 


+ no captions to read! no box tops to handle! no 
slogans to judge . . . Our master plan makes it as 
easy as ABC. 


« the greatest audience ever ‘Pied-Piper'd* into a 
station. Brings you ... keeps for you... more 
national, regional and local sponsors than you've 
ever had before. 


COST? ZERO! 


solidifies present billings with powerhouse merchan- 
dising plan...puts you in direct contact with huge 
national advertisers. 





ISISNOTA Program... 





ISANTA fae SERVICE.. | , : me | 


. 
* 


ong 


AVAILABLE TO ONLY : GET YOUR SHARE OF THE 10 MILLION CONSUMERS WHO WILL BE 
RUSHING INTO RETAIL STORES ALL OVER THE COUNTRY EVERY WEEK! 
00 STATIONS | 


IN THE UNITED STATES CALL YOUR NTA MAN TODAY! He's Only Minutes Away! 


atunal ¢ film ssccutes, HC. 


©Copyright 1954 Joseph H. Moss Inc. 625 MADISON AVENUE, NEW YORK, N. Y., Plara 5-8200 
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Service in TV 


BMI offers its facilities not only 
to its TV licensees, but to pro- 
ducers, advertising agencies and 
their clients, TV film distribu- 
tors, music conductors, directors 
and everyone in TV concerned 
with programming. 


These TV services offered by 
BMI will: cae 
Assist in the selectio 
Sreation ef music for films— 
theme, background, bridge, = 
or incidental mood music @ - 
in music clearance @ Help pr 
tect music ownership rights @ 
Extend indemnity to TV —— 
that perform our music on a 

Answer questions concerning 
coyrights. music right for i 
ture residual usage, and an 
solve all other problems = 
cerning the use of music in Aa 


Let BMI give you the TV 
Music Story today 


Call or write 


BMI TV FILM LICENSING 
DEPARTMENT 


BROADCAST MUSIC, INC. 


NEW YORK e¢ CHICAGO e 
TORONTO « 


HOLLYWOOD 
MONTREAL 





JUST PUBLISHED ... 


2 practical handbooks 


THE TELEVISION 
COMMERCIAL 


by Harry Wayne McMahan 

v.p., McCann-Erickson, Inc. 
Shows how to create and produce 
effective TV advertising—specific in- 
formation on writing and production 
techniques (and_ responsibilities) , 
with “Do and Don’t” suggestions and 
research data on today’s viewer. 192 
pages, 109 illus., $5.00. 


STAGING 
TV PROGRAMS 
AND COMMERCIALS 


by Robert J. Wade 
author of Designing for TV 
A “working tool” on how to plan and 
execute sets, props and production 
facilities—tested low budget methods 
—real help for regional and local 
stations. 


At all bookstores, or send check 
(with money-back guarantee) to: 
Communication Arts Books 


HASTINGS HOUSE, Publishers 
41 East 50th Street 
New York 22, New York 
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City 


Columbia 


Florence 


Greenville 


Spartanburg 


Sioux Falls 
Chattanooga 
Jackson 


Johnson City 


Knoxville 


Memphis 


Nashville 


Old Hickory 
(Nashville) 


Abilene 


Amarillo 


Austin 
Beaumont 


Corpus 
Christi 


Dallas 


El Paso 


Fort Worth 
Galveston 
Harlingen 


Houston 


Longview 


Lubbock 





Set Count (Continued jrom page 88) 


Station Vht 

WUSN-TV 200,000 

J. Drayton Hastie, p.; 
Porterfield, nat. sls. m. 

WCOS-TV 62,200 

Charles W. Pittman, p. & g.m.; 
Wayne Poucher, c.m. 

WIS-TV 127,526 
G. Richard Shafto, 
Epps, sls. m. 

WNOK-TV 65,000 
H. Moody McElveen, Jr., g.m. & 
sis. m. 
WBTW 
J. William Quinn, mng. d.; 
lace J. Jorgenson, gen. 
WFBC-TV 301,695 
Bevo Whitmire, m.; R. Q. Glass, 
¢.im. 
WGVL-TV 
Ben. K. McKinnon, 
sls. m. 
WSPA-TV—7 Early 
SOUTH DAKOTA 
KELO-TV 104,728 _ 
Joseph L. Floyd, p.; Evans A. 
Nord, g.m. 
TENNESSEE 
WDEF-TV 101,465 
Haroid E. Anderson, 
H. Segler, sis. m. 
WDXI1-TV—7 Nov. 15 
WJHL-TV 73,347 
W. Hanes Lancaster, Jr., 
WATE-TV 83,940 
W. H. Linebaugh, 
McCloud, sls. m. 
WTSK-TV 


Unf Color 


Phil 


g.m.; Law 





Wal- 
sis. m. 


75,300 
g.m. & nat. 


Re) 


g.m.; Otis 


g.m. 


am: J... F. 


82,630 


Harold B. Rothrock, st. m.; Guy 
Smith, c.m. 

WHBQ TV 287,318 — 

John Cleghorn, st. m.; L. O. 
Dobson, sis. d. 

WwMCT 291,181 35 

H,. W. Slavick, g.m.; Earl More- 


land, st. m. 





WSIX-TV 205,000 _ 

R. D. Stanford, Jr., p. & g.m.; 
E. 8S. Tanner, sis. m. 

WSM-TV = 198,045 10 

John H. DeWitt, Jr., p.; Irving 
Waugh, c.m. 

WLAC-TV _ 


T. B. Baker, Jr., ex. v.p. & g.m.; 


William W. Waiker, c.m. 
TEXAS 
KRBC-TV = 37,110 _ 
Dale Ackers, p. & g.m.; Forest 
Line, nat. sis. m. 
KFDA-TV 56,821 — 
Stan Wilson, v.p. & g.m.; Ed. 
Moore, isst. g.m. & c.m. 
KGNC-TV 56,821 _ 
Wesley S. Izzard, ex. g.m.; 
Aubrey Jackson, c.m. 


KTBC-TV 88,965 6 
J. C. Kellam, g.m.; O. P. Bobbitt, 
sis. m. 


KBMT 33,580 _ 
John Rossiter, v.p. & g.m. 
KVDO-TV 25,300 — 
L. W. Smith, g.m.; V. Eugene 
Tinsley, c¢.m. 
KRLD-TV 406,304 150 
Roy M. Flynn, st. m.; William 
A. Roberts, asst. m. chg. sls. 
WFAA-TV 407,000 150 


Ralph W. Nimmons, st. m.; Terry 
H. Lee, asst. m. chg. sis. 


KROD-TV 59,106 


Val Lawrence, v.p. & g.m.; Dick 
Watts, gen. sls. m. 

KTSM-TV 55,270 — 

Karl O. Wyler, p. & g.m.; Roy 
T. Chapman, v.p. & c.m. 


WBAP-TV 404,000 
George Cranston, st. m.; 
Bacus, ¢.m. 
KGUL-TV 340,000 
Paul E. Taft, p. & g.m.; 
mond E. Jones, gen. sis. 
KGBT TV 43,123 
Troy McDaniel, 
Roberts, sis. m. 
KGUL-TV (see Galveston) 
KPRC-TV 362,000 100 
Jack Harris, g.m.; Jack McGrew, 
nat. sis. m. 
KTVE 24,171 
Barre Monigold, st. m.; 
Bouma, sls. m. 
KLTV (see Tyler) 
KCBD-TV 63,843 
Joe H. Bryant, p.; 
Tarter, v.p. & sis. d 


em. 5 I. 


Bernie 


George L. 








City 


Midland 
San Angelo 


San Antonio 


Temple 


Texarkana 
(Tex.-Ark.) 


Tyler 

Waco 
Weslaco 
Wichita Falls 


Salt Lake 
City 


Montpelier 


Danville 


Hampton 
Harrisonburg 


Lynchburg 


Newport 
News 
Norfolk 


Richmond 


Roanoke 


Bellingham 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 


Station Vnt Unf Color 
KDUB-TV 63,843 — 
W. D. Rogers, p.; George Collie, 
nat. sis. m. 
39,000 


KMID-TV a 
S. A. Grayson, v.p. & g.m.; Bob 


Cain, ¢.m. 
KTXL-TV 33,870 — 
J. H. Hubbard, g.m.; E. 0. 
Thomesen, c.m. 
KGBS-TV 211,323 *_— 
Bill Michaels, mng. d.; William 
E. Kelley, nat. sis. m. 
WOAI-TV 212,750 30 
James Gaines, g.m.; Edward V. 
Cheviot, c.m. 
KCOR-TV—4l1 Nov. °54 
KCEN-TV 89,349 _ 


Harry Stone, g.m.; Burton Bishop, 
sis. m. 





KCMC-TV 83,863 _ 

Walter M. Windsor, g.m. & c.m. 

KETX 42,205 _ 

Jacob A. Newborn, Jr., owner- 
mer. 

KLTV om 

Marshall H. Pengra, g.m. 

KANG-TV 45,000 — 

Clyde Weatherby, P.; Bob 
Walker, st. m. 

KRGV-TV 41,237. — 

Byron W. Ogle, g.m.; Jack Keas- 
ler, ¢.m. 

KFDX-TV 74,200 _ 

Howard H. Fry, v.p. & g.m.; 
Mott M. Johnson, nat. sis. m. 

KWFT-TV 85,300 _ 

Kenyon Brown, p. 

KSL-TV 166,800 50 


D. Lennox Murdoch, v.p. & g.m.; 
Edward B. Kimball, sis. m. 





KTVT 166,800 52 

G. Bennett Larson, p. & g.m. & 
sls. m. 

KUTV _ 

Frank C. Carman, p.; Brent 


Kirk, sls. m. 


VERMONT 





WwMVT _ 
Stuart T. Martin, g.m.; John A. 
Dobson, sls. m. 
VIRGINIA 
WBTM TV 21,545 — 
Edward G. Gardner, v.p. & g.m.; 
John E. Holland, c.m. 
WVEC-TV (see Norfolk) 
WSVA-TV 87,948 _ 
Frederick L. Allman, p. & g.m.; 
Howard C. Evans, sis. m. 
WLVA-TV_ 130,000 _ 
Phillip P. Allen, v.p. & g.m.; 
Joseph F. Wright, Jr., c.m. 


WACH-TV (see Norfolk) 

WACH-TV 94,300 _ 

H. A. Seville, g.m. 

WTAR-TV 335,332 _ 

Campbell Arnoux, p.; Robert M. 
Lambe, gen. sls. m. 

WVEC-TV 115,000 30 

Thomas P. Chisman, p. & g.m.; 
Harrol A. Brauer, Jr., v.p. & 
sis. d. 

WTVR 456,873 *— 

Wilbur M. Havens, g.m. & c.m.; 
Walter A. Bowry, Jr., asst. 
g.m. & c.m. 

WSLS-TV 271,399 50 

James H. Moore, ex. V.p.; 
Horace Fitzpatrick, asst. & 
¢.m. 
WASHINGTON 

KVOS 116,299 = 

Rogan Jones, p. & g.m.; Fred 
Elsethagen, sls. m. 

KING-TV 378,300 67 

Otto P. Brandt, v.p. & g.m.; A. 
P. Hunter, c.m. 

KOMO-TV 378,300 69 


W. W. Warren, v.p. & g.m.; Ray 


Baker, v.p. & c.m. 
KHQ-TV 82,743 — 
Richard O. Dunning, p. & g.m.; 
John H. Pindell, c.m. 
KXLY-TV 89,283 _ 
Richard E. Jones, g.m.; George 
B. Morgan, st. m. 
KREM-TV—2 Nov. 4 
KMO-TV 370,100 —_ 
Carl E. Haymond, p.; Dexter 
Haymond, v.p. & oper. m. 
KTNT-TV 378,300 69 
Len Higgins, m.; Larry Carina, 


c.m. 




















produced by 


THE THEATRE 


originating 
“live” from New York 





big 
season 


STAR TIME 
STORY TIME 


\ Vinding up our first 


big year of award-win- 
ning TV theatre... 
already set for the second. 
Watch for more top 
stories like “P.O.W.” 
and “The Last Notch”’... 
more top stars like Paul 
Douglas, Helen Hayes, 
Dorothy McGuire. 
Remember, when it’s 
time for TV drama at its 
best, it’s time for the 
Steel Hour. 


on alternate Tuesdays 


9:30 PM. 


(New York time) 
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on November 13 





will be the FIRST 





in 
Metropolitan 
New York 





Television Center, 
Newark 1, New Jersey 






















In the Picture 


Donald K. Clifford (standing), president, Doherty, 
Clifford, Steers & Shenfield, and chairman of the Eastern 
Region of the American Association of Advertising Agencies, 
Inc., is going over plans for the Association’s Eastern Annual 
conference—Nov. 22, 23 and 24 in New York’s Hotel 
Roosevelt—with chairmen of planning committees: | to r, 
Hal Davis, vice president in charge of promotion, Ken- 
yon & Eckhardt, Inc., publicity-public relations committee; 
L. T. Steele, vice president in charge of radio and tv, 
Benton & Bowles, Inc., radio-tv committee, and Anthony 
De Pierro, vice president and director of media, Lennen 
& Newell, Inc., media committee. Pointing out the role of 
television in the conference, Chairman Clifford said: “This 
year television presents more opportunity for discussion 
than ever before. Color tv, syndicated film and the magazine 
concept of programming are only three of the dominant 
issues affecting every facet of an advertising agency.” 








Fuller & Smith & Ross Inc., one of the top 25 agencies, with a billing total upwards of $33 
million, has tapped 41-year old Robert E. Allen as its new president. Mr. Allen began his 
career in Philadelphia with the Pennzoil Co. but soon had his own advertising agency. In 1936 
he came to F&S&R as an account executive, handling such clients as Westinghouse Electric 
Corp., McGraw-Hill, Turner Construction Co., Hercules Power Co. and Tile Council of America. 
Mr. Allen was made a vice president of the agency in 1945 and five years later was named a 
director and also manager of the organization’s New York office. Among F&S&R’s more than 
one hundred accounts are: Aluminum Company of America (See /t Now), Sherwin-Williams 
Co. (Ray Bolger Show); Wearever Foil, Cooking Utensil Co. and American Greetings Card Co. 
(Home) and Commercial Solvents Corp. and Westinghouse with spot campaigns. 


Cunningham & Walsh, Inc. has itself a new man in Chi- 
cago. Ivan Hill (r), president of Ivan Hill, Inc., has 
merged his 13-year old agency with president John P. 
Cunningham’s (1) four-year-old, $39-million Madison 
Avenue shop. Mr. Hill, born in southern Louisiana 47 years 
ago, will serve as C&W’s executive vice president and will 
be in charge of the Chicago office. He brings with him a 
full backlog of experience in newspapers (Hearst), radio 
(Don Lee), agency (Russell M. Seeds) and, especially, in 
tv. For the past five years he created, produced and owned 
tv shows including two ABC-TV network shows, Creative 
Cookery and Garfield Goose Kiddies Show. C&W’s John 
Cunningham, born 55 years ago in Lynn, Mass., Harvard 
°19, started the next year as an artist and layout man 
with C&W predecessor, Newell-Emmett. 
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Last month at the American Broadcasting Ccempany there was a wave of resignations 
officialese for reshuffling. Then, of course. followed a series of job designations—another syn- 
onym for reshuffling. The latest, and, to this date, foremost of the new appointments is that of 
John H. Mitchell, who goes from vice president and general manager of WABC-TV to vice 
president in charge of the ABC Television Network. Mr. Mitchell’s career began in 1931 with 
the Chicago theatre operators, Balaban & Katz Corp. In 1939, he moved to South Bend in 
charge of the Indiana theatres owned by a B&K subsidiary, Great States Theatres, Inc. Seven 
years later, Mr. Mitchell was placed in charge of the Central Division of the Great States chain. 
The next shift, in 1948, made him general manager of wBkB. When, in Feb., 1953, ABC took 
over WBKB he remained as the station’s general manager and became a network vice president. 
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In the Picture 





~ 


Ted Oberfelder George L. BarenBegge James G. Rogers 





















In the ABC turnover, vice president Ted Oberfelder town. In 1951 he joined the sales staff of wsas then to 


comes up as general manager of waBc-Tv New York. KQV as account executive. Three years in the Marine Corps j 
Twenty years ago Ted began doing promotion for Hearst were followed by more KQvV service. George became an | 
Radio and then went to Philadelphia promoting, in order, | account executive at WDTV in 195] and sales manager the 

for the Philadelphia Inquirer, wcau (CBS) and writ (ABC). next year . . . A third top-level station personnel change 
In 1945 he came to ABC’s promotion and advertising de- | comes as a result of the $2-million-plus sale of KFsD-AM- 
partment. He’s been general manager of wasBc (then FM-TV San Diego by Thomas E. Sharp to Fox, Wells & Co. 

WJZ), director, then vice president in charge of ABC own- James G. Rogers, a director of Fox, Wells since 1952, is 

ed radio stations, and, lastly, again general manager of president and director of the new KFsD, Inc. Mr. Rogers, 

waBc . . . Journeying from ABC’s west side plant across 46, was from 1938 to 1942 a vice president and 10 per cent 
Manhattan to Du Mont’s east side headquarters we meet owner of Benton & Bowles, Inc. For many years he’s been 

another new general manager: WABD’s George L. Baren- both a consultant and participant in the field of new ven- 

Begge, a Pittsburgh boy who made good in his home __ tures, including “Cinerama.” 





Harry M. “Pete” Bitner, Jr., president of wrBM, Inc., 
(WFBM-AM-TV Indianapolis and weoA Evansville) is now 
also president of the corporations which own WOOD-AM-TV 
Grand Rapids and wrpF Flint. A graduate of Franklin & 
Marshall College, 42-year old Pete Bitner was with the 
Baltimore News Post and Sunday American from 1935 to 
1939 as reporter, rewrite man and columnist. He then join- 
ed WFBM and has been assistant program manager, office 
manager, general manager and, in 1946, president. Succeed- 
ing Pete as general manager at WFBM, is the outlet’s com- 
mercial manager, William F. Kiley. Bill came with the 
station in 1929 as writer-salesman-announcer. He’s been a 
copy writer, continuity editor, commercial manager and, 





in 1952, was made vice president in charge of sales. 


Harry Wayne McMahan, vice president in charge of radio and television 
commercials and member of the copy plans board, McCann-Erickson, Inc. has 
written a valuable book, The Television Commercial (Hastings House, $5.) Mr. 
McMahan knows his business—he’s produced over 5,000 commercials—and his 
book is vividly written. . . . Another book by New York News radio-tv columnist, 
Ben Gross, / Looked and I Listened (Random House, $3.95), is a collection of 
informal stories of the industry. Ben has been reporting radio-tv for 29 years and 
heard and saw over 59,000 programs. It’s all in his book. 
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Set Count (Cont'd from page 90) 











City Station vht Unf Color 
Yakima KIMA-TV 30,739 — 
Tom Bostic, v.p. & g.m.; H. R. 
Cary, sis. m. 
WEST VIRGINIA 
Charleston WCHS-TV 251,699 _ 
John T. Gelder, Jr., g.m.; John 
L. Sinclair, Jr., sls. m. 
WKNA-TV 42,946 _ 
Charles H. High, g.m.; Howard 
G. Salisbury, sls. m. 
Clarksburg WBLK-TV—1i2 Jan. °55 
Fairmont WJPB TV 36,105 _ 
R. M. Drummond, v.p. & g.m.; 
George E. Fowler, c.m. 
Huntington WSAZ-TV 441,140 75 
Lawrence H. Rogers, v.p. & g.m.; 
C. Tom Garten, asst. g.m. 
Oak Hill WOAY-TV—4 Nov. '54 
(Beckley) 
Parkersburg WTAP 30,000 —_ 
Theodore A. Eiland, p. & g.m. 
Wheeling WTRF-TV 281,831 40 
Robert W. Ferguson, v.p. & g.m.; 
H. Needham Smith, sls. m. 
WISCONSIN 
Eau Claire WEAU-TV 62,623 -- 
H. S. Hyett, g.m.; Richard 
Kepler, st. m. 
Green Bay WBAY-TV 195,670 _ 
Burkett Farquhar, st. m.; Robert 
C. Nelson, sis. m. 
La Crosse WKBT 34,600 _ 
Howard Dahl, m.; Robert Z. 
Morrison, Jr., sls. m. 
Madison WKOW-TV 61,000 _— 
Michael Henry, g.m. 
WMTV 59,000 _ 
Morton J. Wagner, st. m. & sls. 
m. 
Marinette WMBV-TV 175,000 _ 
Joseph D. Mackin, g.m.; William 
R. Walker, st. m. 
Milwaukee WCAN-TV 412,000 _ 
Lou Poller, g.m.; Burton Levine, 
sls. m. 
WOKY-TV 323,000 — 
Lee B. Bartell, g.m.; Don Mann, 
st. m. 
WTMJ-TV 708,115 10 
Walter J. Damm, g.m.; Neale V. 
Bakke, sls. m. 
witvw _ 
L. F. Thurwachter, ex. v.p.; 
Soren H. Munkhof, st. m. 
Neenah WNAM-TV 41,823 — 
(Appleton) Don C. Wirth, v.p. & g.m.; 
Walter Braeger, st. m. 
Superior KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
Wausau WSAU-TV _ 
George T. Frechette, v.p. & g.m.; 
Richard D. Dudley, asst. m. & 
¢.m. 
WYOMING 
Cheyenne KFBC-TV 46,100 _- 
William C. Grove, g.m.; Charles 
P. Cahill, c.m. 
Territories & Possessions 
ALASKA 
Anchorage KFIA 12,000 —_ 
James G. Duncan, g.m.; Phil 
Howarth, sls. m. 
KTVA 10,000 _ 
A. G. Hiebert, p. & g.m. 
HAWAII 
Honolulu KGMB-TV_ 62,000 _ 
C. Richard Evans, v.p. & g.m.; 
Ralph H. Davison, Jr., sls. m. 
KONA 62,000 — 
John D. Keating, p. & g.m.; Jack 
Irvine, gen. sls. m. 
KULA-TV 60,000 — 
Jack Burnett, g.m.; Hugh La 
Rue, c.m. 
PUERTO RICO 
San Juan WAPA-TV 32,000 —_ 
Delfin Fernandez, g.m.; Segis 


mundo Quinones, c.m. 
WKAQ-TV 42,000 a 
R. Delgado Marquez, g.m.; Jorge 

Rivero, ¢.m. 


Total commercial stations: 406 
Total markets: 253 
Total estimated b & w set count: 32,076,000 








| 





SERVICE DIRECTORY 





ART 





ART4VIDEART 


TITLES — ANIMATION — ID‘S 
TELOPS — FLIP CARDS 


COLOR or B&W — 16 or 35MM 


Vipeant) 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 
LExington 2-:7378-9 (Gira 








CAMERA SUPPLIES 





F 


ILM HANDLING EQUIP. 


TV Stations find everything here toe | 





& o. P 9. s @ 
editing motion picture films! Ne need te 
shop cround—we have it—just ask us. 


$.0.S. Cinema Supply Corp. 


Dept. TA, 602 W. 52nd St., N.Y.C. — Cable: SOSOUND 
LIGHTING 





for your LIGHTING needs, call 


Century oLighting A 


521 West 43rd Street 
New York 36, N.Y. 
CHickering 4-7050 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TY Camera accessories. Write for 


catalogue or call: 


SALES — SERVICE — RENTALS 


GAmenA CQuIPMeEnT O. 


1600 Broadway, New York City 
JUdson 6-1420 











SINCE 


Aut lywood 1931 


Professional 16mm Sound-On-Film Motion 
Picture Cameras for Television Newsreels, 
Commercials and other Television Filming. 


Write for free illustrated catalog. 


BERNDT-BACH, Inc. 


983 No. Mansfield Ave., Hollywood 38, Calif. 





COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 





CONSULTANTS 








Wlam P Scripps Meme. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 








FILM EQUIPMENT & PROCESSING 





1845 B’way 


* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer — 


The CAMERA e MART, Inc. 
N.Y. 23, N.Y. Circle 6-0930 





MUSICAL COMMERCIALS 








phil davis 


ee eS enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ®@ N. Y. 19, N.Y. 
COlumbus 5-8148 


Brochure on request 








Television Age 


444 Madison Ave., N. Y. 22 





SERVICE DIRECTORY 
ORDER FORM 











Please insert my advertising 
message in your “Service Di- 
rectory.” 





Frequency & Rates 
OO 1 time 
OO 7 times 
0 13 times 
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Funny thing happened on the way 
to the office the other day. We read 
an item in Tempo which went: “Mrs. 
K. Ross of Memphis, Tenn., explained 
how she came to have her baby in a 
car en route to the hospital. ‘I was 
watching my favorite tv program and 
I just couldn’t leave until it was 
over.” 

So, naturally, as soon as we got to 
the office and without waiting for the 
coffee break, we read the piece to our 
confreres and took a poll. The ques- 
tion: What program would you like to 
think Mrs. Ross was listening to? The 
result was indecisive because no two 
replies were alike. Among those pre- 
sented were, Mama, Valiant Lady, One 
Minute Please, Welcome Travelers, 


Beat the Clock, The Big Payoff . . . 


as ae * 


Our scout (girl) reports that baby- 
sitters are beginning to require color 
tv sets. 


= * = 


Columnistic triple play: By way of 
Bennett Cerf’s weekly column in The 
Saturday Review out of John O’Hara’s 
bi-weekly entry in Collier’s monthly, In 
Camera passes on a slice of life as it 
is lived and viewed today: “You can 
say what you please about television 
—but it’s my turn now, and instead of 
giving you a personal opinion I shall 
repeat a mild defense of it that a friend 
of mine offered the other night. This 
friend, whom I shall call Jack (for it’s 
his name!) is head of a large house- 
hold, made large by the fact that he 
has children by a first marriage, chil- 
dren by his present wife and step- 
children whom his wife brought with 
her, There are, roughly. ten children 
in all. ‘Before we bought a television,’ 
said Jack, ‘the place used to be a mad- 
house. Kids all over the house. You 
know how it was. But then we bought 
the tv set and put it in the cellar, and 
now the kids go down there. and once 
a week we throw them a couple of 
fishheads and everything’s peaceful.’ ” 


* * * 


Operation philosophical: An official 


of a soon-to-be-airel uhj operation 
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mun or H Camera 


was telling us how sorely beset by 
woe and frustration he was. What with 
set conversions, shipment delays and 
hurricanes breathing down his tower, 
etc., etc. “But,” he assured us, “I al- 
ways take comfort in something I once 
heard my Irish grandfather say. 
‘There are so many hazards and hur- 
dles from the cradle to the grave, it’s 
the greatest wonder that so many 
manage at all to reach the grave.” 


* * + 


Television in everyday life: In 
Dallas, a man named Jerry O. Watkins 
told police that robbers carried off his 
console television set in his car. Then 


they brought the car back . . . In Okla- 


homa City, a woman held the family’s 


EINSEL 


pet cat in her lap as she watched an 
exciting wrestling bout on television. 
When the bout was over the cat was 


dead. She had choked it to death. 


+ % * 


Latest addition to our What’s in a 
Name? collection: At wrvp Decatur, 
Ill., the name of the farm director is 


Al Pigg. 


* ao * 


The In 
October Marilyn Monroe 
and Joe DiMaggio hanging out the 
“Do not disturb” sign at their New 
York hotel so that they could watch 
television, which reached our readers’ 
desks the same day the couple dissolv- 
ed, brought the pointed 
comment from Edgar Kobak, presi- 
dent of Advertising Research Founda- 


Camera accounts in the 
issue on 


following 


tion, Inc.: “So tv caused the trouble. 
There is hope for radio.” 


* * * 


Television is going out of this 
world. A tv-type device is being de- 
veloped which will electronically en- 
large images from the world’s largest 
telescope, the 200-incher at Mt. Palo- 
mar, so that the picture will be 10 
times the present size. Sounds like just 
the thing for a Max Liebman Saturn 
Spectacular. 


te * He 


And speaking astronomicaily, an 
agency researcher (girl) called us to 
find out if we knew how many feet of 
film were used on television in one 
year. We hadn’t the slightest idea so 
we passed the reel to our film man. 
Without batting an eyelash he put, as 
the saying goes, pencil to paper and 
came up with this astonishing set of 
figures. He explained that he worked 
in terms of 16 mm. film and pointed 
out that in one hour 2,160 feet of 16 
mm. are used. According to the TELE- 
VISION AGE survey (October 1954), all 
stations average 29.5 hours of film pro- 
gramming per week. Thus, the average 
film footage used per week per sta- 
tion is 63,730, or, for a year, 3,313,- 
960. Which brings the total footage 
for all film for all stations (406) in 
one year to 1,345,467,760. Any other 
questions? 
a we * 

Here are more results of our vaca- 
tion survey, now in its second month. 

Y&R’s president, Sigmund S. Lar- 
mon, summered at Cape Cod and K&E 
chief, William B. Lewis, at Easthamp- 
ton, L. 1., but next April he will try 
Europe. WNEM’s John Boone is a 
summertimer at Houghton Lake, Mich. 
Franklin Snyder, WXEL, took long 
week-ends on a Cleveland golf course 
and one in Florida. Roger Clipp, 
WFIL, usually fishes a winter wee’ in 
Florida and a fall week in Canadc. 
Screen Gem’s Ralph Cohn spent six 
weeks in Paris and when he cane 
back he brought bettles of Parisian 
perfume for his staff (g‘rls). He de- 
nies that next year he’s going to Fort 
Knox. 
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69 Yoars 


OF TV EXPERIENCE 








To be first and STAY first requires EXPERIENCE. KPRC-TV 
has it .. . 469 years of it! A staff of 127 people (many of them 
with the station since it telecast Houston’s first program in 1949) 
keeps KPRC-TV first. They maintain KPRC-TV’s excellence in 


performance and market-wise programming. They make KPRC-TV 
the best buy in the Gulf Coast area .. . morning, afternoon, 
evening .. . all the time, day after day, and year after year. 


*aggregate TV experience total 





JACK HARRIS, Vice President 
relate ME @1-val-lael Maatolalele lig 


YOUR BEST COST-PER-THOUSAND BUY! “ 


Channel 2 svelte & a 


FIRST in the South’s First Million Metropolitan Market! 





You must buy KFMB-TV.... 
6 yO Sec lags Courity 


KFMB-TV_ © 


ABC-DU MONT 


SAN DIEGO, California... 


stil FIRST in 


America’s Fastest Growing 
Billion-Dollar- 
Market! 


FIRST i in- 


RATINGS 


WRATHER - ALVAREZ BROADCASTING, INC. 
San Diego 1, California 
Represented by EDWARD PETRY & CO., INC. 








